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I. Abstract 
The Disney Store in Copenhagen would like to communicate more effectively with its local, 
Danish customers and offer them a better in-store experience. Firstly, this thesis looks to 
define what constitutes a Disney Store audience. Secondly, it moves onto identifying types 
within the Disney Store audience by using Janet Wasko’s Disney Audience Archetypes. Thirdly, 
it measures the experience local visitors have in the Disney Store by using Lise Lyck’s 
Experience Wheel, as well as qualitative interviews with a selection of the experience wheel 
participants on their past experiences and associations with the Disney brand. The findings are 
that a direct correlation exists between past experiences with the Disney brand, how a 
participant identifies within the Disney Audience archetypes, and how these two dimensions 
affect the experience a visitor has in the Disney Store. Based on these findings, suggestions 
have been made to the Disney Store in the form of an executive summary on how to improve 
their communication with their local customers. 
 
Abstract (Danish) 
 
Et mål for Disney butikken i København er en bedre kommunikation med deres kunder, og at 
tilbyde en bedre ”in-store”- oplevelse. For det første, sigter denne opgave mod at definere hvad 
der kendetegner forretningens kunder. For det andet, forsøger den at identificere kunderne, ved 
hjælp af Janet Wasko’s Disney Audience archetypes. For det tredje, benyttes Lise Lyck’s 
oplevelseshjul til at måle kundernes oplevelse i Disney butikken. Der er foretaget kvalitative 
interviews, med udgangspunkt i oplevelseshjulet, for at identificere kundernes tidlige 
(barndoms) oplevelser med Disney. Det kan konkluderes at der er en direkte sammenhæng 
mellem kundernes tidlige oplevelser med Disney, hvordan deltagerne identificere sig med 
arketyperne, og hvordan disse to dimensioner påvirker kundernes oplevelse i Disney butikken. 
På baggrund af analysens resultater, er der udarbejdet et forslag til Disney butikken, om 
hvordan de kan forbedre deres kommunikation med kunderne. 
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1. Introduction  
In 2001, an extensive global research project was undertaken to assess the reception of the 
Disney brand through its various media and merchandise in 18 countries, including Denmark. 
Through reception research (also referred to as audience reception, reception theory and 
reception study) one examines how media users understand and interpret specific media 
products; this is typically done through qualitative research, such as interviews and 
observation. However, reception theory primarily refers to reader response literary theory, 
which looks to textual analysis of media product (Drotner, 2003a).  
 
The Global Disney Audiences Research Project of 2001 was the first of its kind, in the sense 
that no reception city on such an international scale had ever been conducted before. The 
study’s primary goal was to reveal the extent of the exposure of the Disney brand across 
cultures, with its secondary goal aiming to disclose the successful understanding of certain core 
values as represented by the Disney brand. In Denmark, a survey was distributed among 56 
students of the University of Copenhagen, asking about their contact with Disney media and 
merchandise. Twelve students were then selected to conduct qualitative interviews with to 
further discuss their answers and gain a deeper understanding of their contact and experience 
with the Disney brand (Wasko et al., 2001).  
 
Analysis of these interviews revealed that, while the values and morals of the Disney brand 
were recognized and acknowledged by the students, the process of accepting these values was 
not without some resistance. Despite Disney’s efforts to naturalize their products as much as 
possible so as to encourage uniform acceptance of their core values (through, for example, the 
translation of Disney comics and the dubbing of their TV shows and cartoons into Danish), the 
interviews with these twelve students would rather suggest a heightened awareness of their 
own culture through the perceived differences with American culture (Wasko et al., 2001).  
 
Following The Global Disney Audiences Research Project, both Janet Wasko and Kirsten 
Drotner continued their research of the Disney brand reception separately. Drotner, the Danish 
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researcher and author in charge of the reception study conducted in Denmark in 2001, went 
on to study the perspective she believed to be missing in all the research done within the 
Disney universe so far: that of the children. Her book Disney i Danmark - at vokse op med en 
global mediagigant (free translation: Disney in Denmark – growing up with a global media 
giant) is a result of her questioning why this perspective had never been researched 
empirically. Throughout the year 2000, one-on-one interviews were conducted with 48 
children and their parents in both Copenhagen and a town in the countryside (which is not 
mentioned by name in the book), to try and reveal how these children perceive and then chose 
to speak of their experiences with the Disney brand. In doing so, Drotner chose to work 
through a form of reception research in which the focus is not placed on finding out how the 
children experienced Disney, but rather on the children’s own interpretations of these 
experiences (Drotner, 2003b).  
 
The book closely follows the ways in which both the children and parents navigate and come to 
terms with the complexity of the Disney universe through their various life circumstances and 
experiences with Disney products. More interestingly, and perhaps not as obvious at first 
glance, it discusses how the Disney brand’s values (such as fantasy, magic, entertainment, and 
good conquering over evil) as a childhood ideal can be globally strengthened by the spreading 
of the modern perception of childhood. Internationalizing this modern perception through the 
limitation of child labor and the offering of education also creates the opportunity for further 
expansion of the more symbolic basis of this childhood ideal, something which, according to 
Drotner, Disney’s continued success depends on (Drotner, 2003b). 
 
In the same year, Janet Wasko (who, along with Mark Phillips and Eileen Meehan, was 
responsible for the coordination of The Global Disney Audiences Project in 2001), published 
her book called Understanding Disney. In it, she recounts the conducting and findings of various 
international studies done on the Disney universe and its various media and merchandise 
branches. Derived from these studies, Wasko has come up with a system of categorization and 
reference constructed within seven so-called Disney audience archetypes. The archetypes are 
categorized as follows (from positive to neutral to negative attitudes towards the Disney 
brand): fanatic, fan, consumer, uninterested, cynic, resister, and antagonist (Wasko, 2003).  
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Since these publications of 2001 and 2003, the Disney Store has opened its doors in 
Copenhagen in 2010, making it the first and only Disney Store in Scandinavia so far. Until this 
point, Disney products were only presented and sold in outlets among various department 
stores or through trademark and brand licensing agreements with a variety of retailers and 
distributors (The Walt Disney Company, 2014).  
 
 
 
Figure 1: Opening ceremony of the first Disney Store in Scandanavia on Strøget, Copenhagen (June 2011) 
 
1.1 Problem Field 
 
Wasko’s seven archetypes were referred to by Drotner in her publication in 2003 (a), with one 
point of criticism (one that Wasko also recognizes and acknowledges herself): the archetypes 
do not lend themselves to children. Moreover, the archetypes appear to be more based on 
American audiences rather than international audiences, if one takes the level of exposure and 
accessibility to Disney theme parks, media and merchandise into consideration. Interesting, 
also, is the distinct lack of information on the more negative attitudes to Disney compared to 
the more positive ones. The archetypes of fanatic and fan are described in great detail with 
various examples, whereas Wasko expresses difficulty in finding information about the 
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uninterested and resister archetypes, as they are simply not as vocal and visible in 
comparison.   
 
As Drotner expressed in the introduction of her own research project, Danes, much like other 
Europeans, only had a very limited understanding of what the Disney brand truly constituted in 
the United States of America until 1992, which is when Disneyland Resort Paris was opened in 
France (back then known as Euro Disney). For the first time, the Disney universe was not 
simply something which had to make its way to its European audience; the audience could 
enter the universe itself, in the form of a theme park or a Disney Store. “This endowed the 
Disney image with a perspective that may not be global, but at least gave rise to redefining the 
boundaries of Disney” (Drotner, 2003a: 176, own translation).  
 
The Global Disney Audiences Research Project of 2001 was the first of its kind to research the 
reception of the Disney brand on such an international level, and presented some interesting 
findings on cultural diversity and how this might influence the (non-)acceptance of Disney 
products. A point of criticism that can however be made on the research done in Denmark is 
the decision to distribute a questionnaire among and conduct qualitative interviews with 56 
university students. A question of convenience versus relevance in terms of participant 
selection could be raised here, as well as the possibility that these students (respectively 
studying either Film & Media Studies or Political Economy) might have an educated and 
thereby overly insightful meta-view on the process of recollecting their experiences in regards 
to Disney media and merchandise to consider them as being truly representative of the “Danish 
Disney audience” as a whole. 
 
Before this study looks deeper into the audience itself, it must first be defined how The Disney 
Store defines and reaches out to their audience, in order to determine whether they are: 1) 
successful in this endeavor, and 2) where there may be room for improvement and/or 
expansion. Therefore, this thesis starts from the point of view of the Walt Disney Company 
itself, by studying how they constitute their audiences, followed by the formulation of what 
constitutes the audience of The Disney Store. This definition will function as a point of 
reference for later on in this thesis, when the focus shifts to the audience itself. To discuss the 
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design of The Walt Disney Company, theories of the experience economy will be used, as well 
as findings from a qualitative interview with the store manager of the Disney Store in 
Copenhagen. The latter will furthermore be used to uncover similarities and differences (if 
such exist) between the workings of the Disney Store on a global and Danish level in appealing 
to their audiences.  
 
Moving from Disney’s point of view to the audience’s point of view, this thesis will attempt to 
take Janet Wasko’s Disney Audience Archetypes - primarily the two most positive ones (fanatic 
and fan) and the two negative ones which Wasko has encountered difficulties with 
(uninterested and resister) – and attempt to, through qualitative interviews conducted with a 
sample of Danish, Copenhagen-based participants who confer to these archetypes, come up 
with a suggestion for their Danish variants. The suggestion will be based on: 1) the presence 
and influence of Disney media and merchandize on the participants’ view and attitude towards 
Disney; 2) their knowledge of the Disney Store in Copenhagen; 3) how their previous 
experience with “Disney in Denmark” informs their attitude towards the store. For the last 
point, Lyck’s Experience Wheel (2008) will be used.  
 
The Disney Store located in Copenhagen is chosen as the focus of this thesis due to its high level 
of Disney universe exposure and accessibility from the audience’s side, and will also serve as 
distinct point of reference in the research done, so as to narrow it down from the extensive 
selection of Disney media and merchandise which can be found. Nevertheless, the influence of 
this media and merchandise is anticipated in the interviews with the Copenhagen participants, 
as this thesis attempts to uncover how said influence and the focus point of the Disney Store 
might infer Danish Disney audience archetypes. 
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1.2 Context, Scope & Relevance 
 
The Disney Store in Copenhagen has opened its door relatively recently, as it has only been 
present in the capital since June 2011. As such, the store is still in the phase of trial-and-error 
and working on continuously improving upon their strategies (Interview with Monica, 2013). 
From the point of view from the Disney Store, suggestions for Danish variants of the Disney 
Audience Archetypes may offer the store valuable marketing and communication insight into 
local, Copenhagen-based attitudes towards the Disney brand. 
 
The Global Disney Audiences Research Project of 2001 took the first steps in looking at the 
Disney brand from a more international point of view (rather than an American one), and 
Kirsten Drotner took it down to a Danish level in her research of Danish children as a Disney 
audience in 2003 (b). Nevertheless, there still exists a distinct lack of research done on a more 
general Disney audience in Denmark, and what it means to be a Danish Disney audience. 
Placing Wasko’s Disney Audience Archetypes in a Danish setting focuses on uncovering the 
relationship between the Disney brand and the Danish visitors of the Disney Store. 
 
For this thesis, 50 Danish participants were approached to fill in a survey which included filling 
in an experience wheel in relation to their Disney Store visit, as well as try and identify with 
one of Wasko’s archetypes. Four participants were selected to conduct qualitative interviews 
with, based on their differences in age, gender and educational background. 
 
1.3 Objective of the Thesis 
 
The objective of this thesis is threefold: 
 
1. Uncover the definition of the Disney Store audience from as defined and employed 
by the Disney Store in Copenhagen, Denmark, and comparing it to the official, global 
definition as given by the Walt Disney Company itself. 
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2. With a point of departure in Wasko’s seven Disney Audience Archetypes, study 
and come up with suggestions for Danish (Copenhagen-based) variants of the following 
five archetypes:  Fanatic, Fan, Uninterested, Cynic, and Resister. 
 
3. With the feedback from the 50 participants, study the data found within the 
experience wheels to provide improvement and focus points for the Disney Store’s 
communication to its Danish audience. 
 
1.4 Communication Problem 
 
The Disney Store in Copenhagen would like to be able to understand and reach their local, 
Danish audiences better. Since its opening in 2011, the Store has primarily been receiving 
interest from non-Danish tourists, and the management staff has faced challenges in utilizing 
the Disney Store audience strategies that have been successfully used in Disney Stores found in 
the United States.  
This thesis aims to study associations Danes have to the Disney brand based on past 
experiences, and how these associations inform the experience Danish visitors have in the 
Disney Store (and what may be keeping others from visiting the Store). The main conclusions 
and results from this study will be passed on the Disney Store management on Strøget, to 
provide insight into these experiences. Ideally, these results can be used to help close the 
communication gap they are currently facing in their local audience strategies. 
 
1.5 Delimitations 
 
While media and merchandize in Denmark serves to inform the participants during the 
interviews, the focus of the study lies on the Disney Store in Copenhagen. Participant research 
is done with Danish locals living in Copenhagen, not Denmark or Scandinavia, despite the fact 
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that the Disney Store in Denmark is continuously represented as the first and only Disney 
Store in Scandinavia.   
 
There will also not be a focus on tourists, though they will be discussed in conjunction with the 
locals, to reveal potential similarities and differences between how the Disney Store 
approaches these two audiences. The Danish Archetypes suggestions serve as just that; 
suggestions. This thesis does not aim to come up with revised marketing strategies for the 
Disney Store based on these suggestions. It aims to reveal the extent of the influence of the 
Disney brand in Denmark, and how this informs the experience in the Disney Store for Danish 
visitors.  
 
1.6 Research Question 
 
The research question therefore becomes: 
How do Danish visitors experience the Disney Store in Copenhagen, and how can this knowledge 
be used to improve the communication between the Disney Store and its Danish audience? 
 
1.7 Sub-questions 
 
The research question can be divided into three main sections that will be mirrored in the 
eventual analysis, namely: 1) the definition of the Disney Store Audience; 2) the experience of 
the Disney Store by Danish visitors; and 3) the affect of past associations and experiences 
Danes have with the overall Disney brand on their experience in the Disney Store. 
 
1. The definition of the Disney Store Audience: 
How is the Disney Store audience defined by The Walt Disney Company? And how is this defined 
audience appealed to in the store? 
 
Using Janet Wasko’s Disney Audience Archetypes, what archetypes can be identified within the Disney 
Store audience definition?  
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2. The experience of the Disney Store by Danish visitors: 
Using Lise Lyck’s Experience Wheel, how do Danish visitors experience the Disney Store in 
Copenhagen? 
 
3. The associations and experiences Danes have with the Disney brand:  
How does a Disney Audience Archetype affect the findings in the experience wheels of Danish visitors 
in the Disney store? 
 
In what ways do past experiences and present associations with the Disney brand inform and affect 
the experience of Danish visitors in the Disney store? 
 
How can this knowledge be used to improve the communication between the Disney Store and its 
Danish audience? 
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2. The Disney Store: Magical Moments for Guests of All Ages 
2.1 Introduction 
 
This chapter will function as an exploration of the Disney Store’s profile, with a focus on how 
the Disney brand presents itself in this store’s design, products, and services. Among the 
services there will be a focus on how employees of the Disney Store are meant to interact with 
customers according to values and marketing strategies of the Disney brand. Lastly, this 
chapter will illustrate how visitors and potential customers of the Disney Store are profiled 
and targeted. The findings from this chapter will be utilized in contextualizing the thesis’ data 
method collections as well as its theoretical considerations.  
 
2.2 The Disney Store: General Description 
 
“At Disney Store, our vision is to create magical moments for Guests of all ages.”  
– Disney Careers, 2014 
 
The Disney Store retail chain is part of Disney Consumer Products, one of five business 
segments of The Walt Disney Company, and functions as its retail merchandising arm (The Walt 
Disney Company, 2014). Disney Stores can be found in North America, Europe, and Japan. The 
first Disney Store was opened in Glendale, California, on March 28, 1987. 
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Figure 3: The logos of the five business segments of The Walt Disney Company,  
with Disney Consumer Products in the middle of the lower row (The Walt Disney Company, 2014) 
 
There are currently 360 Disney Stores operating in the United States, Europe, and Japan (200 
locations in North America, more than 40 Disney Store locations in Japan, and more than 100 
Disney Store locations in Belgium, Denmark, France, Ireland, Italy, Portugal, Spain and the 
United Kingdom). This includes both stores located in shopping malls and commercial areas 
(The Walt Disney Company 2013). Aside from these locations, the Disney Store can also be 
found as online retail at www.disneystore.com, www.disneystore.co.uk, www.disneystore.fr, 
www.disneystore.de, www.disneystore.es, www.disneystore.be (in French and Dutch), and 
www.disneystore.dk (only the first four websites are mentioned on both the official Walt 
Disney Company corporate website, as well as on these four websites themselves).  
 
2.3 The Concept of the New Disney Store  
 
In 2010, the Disney Store launched a new design and store concept in all of their stores across 
the globe. As opposed to each store having an individual and unique look based on their 
location (such as the Disney Store in Glendale, California, having a film strip design referring to 
its vicinity to various movie studies), all stores would adhere to the same design elements.  
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Figure 4: The Disney Store film strip design in Glendale, California (Disney Store, 2014) 
 
Aside from this new look, the Disney Store created an innovative, interactive store and 
shopping concept referred to as an “Imagination Store”. The new design include a miniature of 
Cinderella’s castle (found in all Disney theme parks across the globe) featuring at the entrance 
of the store. In the castle, mirrors can be interacted with by waving the wand presented next to 
them; as a result, a Disney princess will “appear” in the mirror and say a few pre-recorded 
words in the local language. Blue paths on the floor (called The Pixie Dust Trail) guide 
consumers through the store and past the merchandize themed according to story, inspired by 
classic Disney characters and key franchises (Disney Consumer Products 2013). The path 
eventually leads to the back of the store, where a movie theater can be found (The Disney Store 
Theater).  
 
Here, Guests (which is how The Walt Disney Company refers to all their visitors and 
consumers) can go up to the smaller screen located next to the larger theater screen, and 
choose from a selection of over 50 Disney-themed videos, ranging from Disney film trailers, film 
clips, music videos, and classic animation. When selecting a video, it will be placed in a playlist 
of selected videos so far, and played in order of selection. Content is regularly changed and 
updated so regular visitors will not become too familiar and settled with the options in the 
theater. Content is also adjusted according to seasonal influences (such as large photographs of 
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Disney theme parks serving as a backdrop for tourist photos during the summer season, or 
Christmas content during the holiday season).  The theater is not only a place to select and 
watch videos; children can sit down and draw or play with selected Disney merchandize 
(usually puzzles), and In-Store events will usually take place here, as well (e.g. story times, sing-
alongs, games).  
 
Another seasonal design element in the new store look is the Disney Store’s signature “magical 
trees”. These trees change color according to the four seasons, but can also show animation in 
the form of fireworks or Disney animation. Lastly, a skyline is featured on the walls all around 
the store, “which incorporates Disney storytelling moments and iconic elements with 
landmarks unique to the store’s location” (Disney Store Blog, 2014).  
 
  
 
Figure 5: Left: the Disney Store Theater, also featuring the Pixie Dust Trail.  
Right: the Disney Store’s “magical trees”. (Disney Store, 2014) 
 
Aside from the new design and look of the stores, the Disney Store also incorporated a few new 
service and experience-related practices in their Imagination Stores. It begins every morning 
when a store opens; a child is selected from the crowd outside the store (if no child is available 
or willing, a Disney Store employee will select someone else), and is handed a large key which 
“unlocks” the equally large lock placed in front of the Disney Store. They are then given a small 
replica of the key to take home. By the entrance of the store, one Cast Member (Disney’s 
official name for its employees) stands at all times to welcome people into the store. All 
employees wear name tags with their first names on them, as well as the name of their favorite 
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Disney character below it. According to Monica, Store Manager at the Disney Store1, in 
Copenhagen, the employees cannot be too assertive towards the customers, but rather behave 
in a warm and approachable manner (Interview with Monica, 2013).  
 
 
Figure 6: Left: the Disney Store opening ceremony.  
Right: the name tag Disney Store employees wear. (Disney Store, 2014) 
 
With this new concept in place, the store’s mission is to ensure that the experience in the 
Disney Stores would be “the best 30 minutes in a child’s day” (Disney Consumer Products, 
2013). This was later revised to have a focus on any consumer, and not only children. It 
attempts to set itself apart from other stores by not having a clear focus on selling products, but 
rather on offering an experience in providing as a sense of magic and nostalgia closely 
connected to the “Disney feel”. The store thereby acts as an entertainer and merchant both 
(Interview with Monica, 2013). 
 
                                                     
1 It should at this point be noted that the interview with Monica was conducted in the store during opening hours, and 
was not recorded. Any notes from this interview are only used to further illustrate how the Disney brand is expressed in 
the Disney Store design and through the Disney Store employees. It is thereby acknowledged that Monica’s answers are 
not her personal opinions, but rather a representation of the Disney brand’s values and marketing strategies. 
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2.4 The Disney Store in Denmark 
 
On Thursday the 16th of June at 11 o'clock what you may call a mini-Disneyland opens  
on Amager Torv, centrally located on Strøget (the main street) in Copenhagen.  
(Berlingske Business, 2011, own translation) 
 
 
As indicated in the quote above, the Disney Store opened its doors on Strøget in Copenhagen, 
on the 16th of June 2011. It was thereby not only the first Disney Store to open in Denmark, but 
in all of Scandinavia, making it a clear strategic move of the entertainment group's efforts to 
expand in the Nordic region (Berlingske Business 2010). The Disney Store in Copenhagen is 
the eleventh Imagination Store in Europe, and as the city of Copenhagen is considered as being 
small with its one million inhabitants, the target group focus shifts between locals in and around 
the capital city, and tourists from primarily Norway and Sweden (Interview with Monica, 
2013). 
 
Because of the duality this shift of focus brings, the selection of merchandize in the Disney 
Store in Copenhagen is a mixture of what Disney animation (both movies and TV shows) and 
key franchises are relevant and prominent in Denmark, as well as merchandize that is clearly 
aimed at a more tourist audience. This merchandize may come in the form of a 
Copenhagen/Denmark theme (such as t-shirts, mugs and other merchandize with the word 
‘Copenhagen’ on them, or the colors of the Danish flag incorporated into the designs), or a 
more Scandinavian design (such as Mickey Mouse stuffed animal dressed up as a Viking). 
Classic Disney characters and movies are also represented among the merchandize (Interview 
with Monica, 2013). Aside from Disney merchandize, the store in Copenhagen also carries the 
Marvel brand (which is Disney owned) in the form of Spiderman and Iron Man merchandize 
(Disney Store, 2014) 
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.  
Figure 7: Some of the Copenhagen and Denmark themed Disney merchandize (own images, 2014). 
 
2.5 The Disney Store Online 
 
As mentioned before, the Disney Store also has an online presence in the form of online retail. 
The Danish Disney Store website can be found at www.disneystore.dk, and here one can find 
information such as the store location and opening hours. News and information about 
upcoming events can also be found here, and users can sign on for a montly newsletter (Disney 
Store DK, 2014).  
 
Since November 2013, the Danish Disney Store website also functions as online retail (Disney 
Danmark, 2014). This function is to primarily answer the product demand the Disney Store on 
Amagertorv has been receiving from customers who live in Jutland. Up until November 2013, 
Danish and other Scandinavian customers would be redirected to the British online Disney 
Store if they were to visit www.disneystore.dk – all prices on this website are in GBP (Great 
Britain Pounds), and all text is in English, which could have been potentially alienating for 
some customers and may have kept them from placing an online order (Interview with 
Monica, 2013).  
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Figure 8: Disney Danmark (the official Facebook page for the Walt Disney Company in Denmark) announces  
the launch of the Danish Disney Store online webshop on November 11, 2013 (Disney Danmark, 2014). 
 
The Danish online Disney Store is entirely in Danish, with all prices depicted in DKK (Danish 
crowns), and has a Danish customer service. The Danish online Disney Store online only 
delivers orders in Denmark. Furthermore, the selection of products is entirely linked to the 
products on offer in the Disney Store on Amagertorv (Disney Store DK, 2014). The Danish 
online Disney Store therefore goes for a very concentrated focus on its Danish customers, 
whereas the Disney Store on Amagertorv focuses on both Danish customers and tourists.  
 
Again, compared to other European capitals in which Disney Stores have been opened, 
Copenhagen is considered a relatively small city with its one million inhabitants. As such, the 
customer focus of the Disney Store on Amagertorv shifts between locals (Danes) and tourists. 
Tendencies that have been found since its opening in 2011 is that locals will shop more during 
Christmas, whereas tourists frequent the Store from April on and throughout the summer 
holidays (Interview with Monica, 2013). This may also account for the timing of the online 
store’s launch, less than six weeks from the Christmas holiday season. 
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3. Theoretical Framework 
3.1 Audience Reception  
 
Audience reception (also known and referred to as reception theory) aims to emphasize how 
an audience (a reader) receives and interprets the reading of a text. Starting off as a version of 
reader response literary theory in the 1960s, it has developed and deviated itself by virtue of no 
longer only looking at text as a definition of literature; a text may come in the form of an actual 
text (such as a book), but it can also be a movie, or any other creative work. Audience 
reception recognizes the audience to be an integral, active part of the reception process, rather 
than viewing them as passive. They are essential in the interpretation of the text presented to 
them, thereby giving it meaning based on their life experiences and cultural background. The 
text alone does not hold meaning, but is given meaning in its relationship with the audience 
(Jensen, 1991; Livingston, 2000).  
 
3.1.1 Kirsten Drotner: Growing up with Disney  
 
Project leader of The Global Disney Audiences Project in Denmark, Kirsten Drotner’s study of 
Disney from 2003 (b) has primarily been on the younger audiences of Disney (age 6-7 and 11-
12), with a localization in Denmark. As such, she has gained insight into what meaning a 
transnational media-giant like The Disney Company holds for audiences in a country that is not 
the United States of America, which is arguably the country in which most audience research 
revolving around Disney has been done. Drotner identifies that for most Danish grown-ups 
today, the direct connection to the Disney brand is linked to rituals. This would be either 
through the yearly Disney Christmas show that is broadcast on television, or the weekly 
readers of the comic book Donald Duck.  
 
However, from the 1980’s and onwards, Drotner describes how a shift has taken place from 
Disney as rituals to Disney as everyday presence. With the coming of Disney movies (first on 
VHS, now on both DVD and BluRay), as well as the Disney television channels and the online 
presence in the form of Disney websites (all in the Danish language), the Disney brand has 
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turned into a universe of its own for Danish audiences. As such, Drotner recognizes that 
grown-ups and children all have their own points of view on the Disney brand and that, as 
such, they bring their own personal interpretations of the Disney brand to the table. These 
interpretations should be taken into account, when an effective “Disney experience” is to be 
created for such a diverse audience (Drotner, 2003a). 
 
3.2 Active Audiences 
 
An audience may consist of many different kinds of readers, as every reader belongs to their 
own social meaning system. Therefore, interpreting the text may differentiate greatly from one 
reader to another (Jensen, 1991). Mass media texts especially may be read and interpreted 
differently by different social groups due to their social standing. The analysis of audience 
reception therefore focuses on exploring reader interpretations of specific texts, and identifies 
factors that might account for variations in their readings (Hall, 1973). 
 
Following this line of thought, Stuart Hall has come up with three hypothetical ways in which 
an audience positions themselves in regards to reading and interpreting a text. Coming forth 
from his encoding/decoding theory, Hall suggests that, while authors and producers work to 
determine the encoding of a text, audiences can engage in their own interpretations (the 
decoding) of a text. The three levels of Hall’s audience decoding are: 
 
1. Dominant reading: the audience shares the same code as the author or producer 
of the text. Full acceptance and reproduction follows.  
2. Negotiated reading: the audience partly shares the same code as the author or 
producer. Contradictions occur in this reading due to the broad acceptance but 
occasional resistance. This resistance comes forth in a modification of elements of the 
text so it suits the audience’s position better. 
3. Oppositional reading: the audience rejects the author’s dominant code entirely 
and substitutes their own codes of interpretation. The audience fully understands the 
code, but rejects it so it may be constituted with their own frame of reference.  
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None of these three audience types can be considered passive; each of them takes an active 
part in either shared and reproducing the code (party or completely), or rejecting and 
substituting the code. 
 
From a less hypothetical point of view, Livingston (2000) describes how the process of 
audience reception has moved from highly theoretical to more practical research methods over 
the years. There is a focus on the audience and the activities of the audience, rather than on 
the encoded and decoded effects alone.  
 
One example of empirical reception research that Livingston (2000) describes contains 
similarities to the research Wasko et al. did in their Global Disney Audiences Research Project 
back in 2001. In this example, Livingston describes how the Export of Meaning Project by 
Liebes & Katz (1995) “examined processes of and resistance to so-called Americanisation or 
cultural imperialism by exploring the reception of Dallas by diverse cultural groups” 
(Livingston, 2001: 7). While Wasko et al.’s research did not necessarily focus on the resistance 
to Americanisation, the results from the Danish research done in the Global Disney Audiences 
Research Project did bring forth a heightened awareness of the participants’ own Danish 
culture through the perceived differences with American culture through the Disney brand. 
 
The empirical reception research approach brings forth a much greater detail in the 
relationship between readers and text, and relies upon texts being dynamic, meanings context-
dependent, and readings being divergent. As such, what readers bring to the moment of 
reading the text is reliant on their interpretative resources – within this thesis, that would be 
the associations the Danish audience has in relation to the Disney brand, from both their past 
and present life circumstances. 
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3.3 The Experience Economy 
  
“Increasingly, our lives revolve around the accumulation of an enormous array of commodities 
and engagement in commercial activities that come to signify basic human relations – hence the 
association of warm family memories with visits to Disneyland, and the fond recollections of 
Disney characters and products.” – Janet Wasko (2001: 223) 
 
 
“The future success of companies depends greatly on their ability to construct an experience 
universe around their products and services.” – Pine & Gilmore (1999: 23) 
 
The Walt Disney Company, perhaps more than any other company in the world, has managed 
to construct itself around experience-based (corporate) practices. The name ‘Disney’ brings 
with it a plethora of associations from audiences on a global level, and as a company it produces 
seemingly endless consumer products and licensing agreements, as well as owning an 
abundance of branches in businesses ranging from media networks, to parks and resorts, to 
studio entertainment (The Walt Disney Company, 2014). After eight decades, and as diversified 
as the company is, Disney appears to have succeeded at creating a universe of its own that is 
highly recognizable and heavily influencing all its products and services. Acknowledging the 
company in such a way, theories dealing with the concept of the experience economy become 
relevant, and may offer a more clarified insight into what it truly means to connect experience 
to one’s products and services. 
 
3.3.1 Definitions of the Experience Economy 
 
Clearly defining the experience economy is problematic: since its first mention in Pine and 
Gilmore’s book of the same name (1999), the experience economy has been defined in many 
ways and in many different fields. Bille & Lorenzen would go as far as saying that, "as a concept 
it is not clearly defined, and as a phenomenon it is poorly described and understood” (2008: 5). 
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According to them, two tendencies of the experience economy can be identified since 1999: 1) 
the experience economy as a societal tendency, or so-called megatrend, where experience 
becomes more and more a part of branches, and is becoming crucial for companies’ sale of 
products and services; and 2) the experience economy as experience branches themselves, 
which are the branches that sell experience as their primary product, such as theme parks, 
zoos, and so. Their view is heavily business and economy-based, as their definition builds upon 
the market value and commercialization of experiences, whether they be “in the form of 
experience products/services, or experience elements connected to other products or services” 
(Bill & Lorenzen, 2008: 14). 
 
However, if we were to look at the word experience, the focus goes back to the consumers, the 
audience, who are the ones who are meant to experience something when buying a product or 
being offered a service. Experiences are subjectively anchored in the individual (Schulze, 
1992). On this, the literature appears to agree; the experience economy is seen as buying or 
selling ‘surprises’, which are emotionally involving (Jantzen, Vetner & Bouchet, 2011), or as an 
increase in the commercialization and marketing of the enjoyment a consumer gets out of 
emotional stimulation (Bill & Lorenzen, 2008). Combining the above economic and subjective 
views, one finds a that the experience economy can function as a term for “an economy where 
experience value is guiding the development of society” (Lyck, 2008: 177), or a megatrend; as 
well as experiences offering that little bit ‘extra’, that emotional involvement and stimulation, so 
consumers are willing to pay more (a higher market value and differentiation from the 
competitor) (Jantzen, Vetner & Bouchet, 2011). 
 
Despite this agreement and combination of views, not much clarification has been gained. 
Referring to it as a megatrend would imply that the experience economy is a temporary 
marketing stunt, and finding ways to implement and clearly measure the impact of experiences 
connected to products and services brings with it a new set of challenges. Using experience 
economy theory for analysis also remains vague and poorly defined if it is used for anything 
more than individually-based analysis. Within communication studies this would mean 
defining what an experience is, and how it affects the receiver (Bill & Lorenzen, 2008). How 
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the concept of experience will be practically utilized in this thesis will be further described in 
the Methodology chapter. 
 
 
3.4 The Experience Economy and Active Audiences 
 
As mentioned earlier in the Audience Reception chapter, audiences are an integral, active part 
of the reception process, rather than passive. Experience economy theories recognize 
audiences to be much the same. With the increase of information and knowledge, the modern 
consumer has grown more independent, and does not trust producers or companies on blind 
faith, nor accepts their marketing as the one and only truth. As such, companies are forced to 
come up with newer, non-traditional and more original ways to present and sell their products 
and services (Pine & Gilmore, 1999).  
 
According to Jantzen, Vetner & Bouchet (2011) the consumer of today has: 1) a lower sense of 
loyalty, if a product or service does not live up to their expectations or another product/service 
appears to be better; 2) a great amount of knowledge about the market, brands and what 
products and services should offer; 3) a demand to be treated as an individual, and to receive 
the information and service they need; 4) a demand for individuality, so the product and/or 
service either symbolizes the consumer’s identity or aids them in bringing out their own 
individual expression; and 5) a demand for authenticity, in which a product and/or service is 
genuine and original, so it continues to speak to the consumer on a personal level. 
 
Looking at these five characteristics, it is clear that the emotional content of a product and/or 
service is judged upon, and that it is most decidedly the consumer’s experience of a product 
and/or service’s authenticity and originality, that makes it attractive, fun and engaging. And so 
it is perhaps not a question of defining the experience economy and experience-oriented 
consumption as the selling and buying of experiences, but rather to offer consumers the 
opportunity to express and connect their own individual wish for specific experiences to a 
product and/or service (Jantzen, Vetner & Bouchet, 2011). This, for example, holds true when it 
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comes to the designing of experiences in stores. The concept of storytelling (Jensen, 1999) can 
be implemented to try and involve consumers in the product, as it is all about creating a setting 
in which the consumer feels invited to “tell their own story”, and actively does so, thereby 
gaining a sense of both emotional stimulation and satisfaction out of the product and/or 
service a store might carry (Jantzen, Vetner & Bouchet, 2011). 
 
The acknowledgement of an active rather than a passive audience is also presented and utilized 
in Pine and Gilmore’s (1999) model of the experience economy, in which they present their 
four realms of an experience: entertainment, educational, esthetic, and escapism. These four 
realms are then assessed on two scales; one scale is based on passive to active participation, in 
which the involvement of consumers in the experience and the creation of an experience is 
expressed; and the other scale goes from absorption to immersion, in which immersion is the 
mental involvement with an experience, and absorption the physical contribution to an 
experience or consumption.  
 
 
 
Figure 2: Pine and Gilmore’s four realms of an experience (1999, own drawing) 
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Using this model, it is therefore possible to design and create experiences, as well as to 
categorize them. However, the value of an experience is still highly dependent on what the 
consumer thinks of an experience, and if they are able, willing and given the opportunity to 
contribute to it (Pine & Gilmore, 1999), much as Jantzen, Vetner & Bouchet (2011) suggested in 
terms of what the experience economy is and should offer consumers.  
 
Another model that can be used to categorize experiences is Lyck’s Experience Wheel (2008). 
The Experience Wheel has been developed based on various theories on the experience 
economy, not in the least Pine and Gilmore’s considerations on what aspects of an experience 
are pivotal in stimulating a user-driven development of a company’s production. The 
Experience Wheel is to be used as a tool to assess whether there exists compliance between 
the actual experience of the consumer/receiver, and the expected experience as it is 
established and created by the company/producer.  
 
 
Figure 3: Lyck’s Experience Wheel (2008, own translation) 
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Lyck (2008) defines five ways in which the Experience Wheel can be applied: 
1. Expert-based quality measurement of an experience value (the values in the 
wheel are replaced by experts from the supply side for their own research purposes); 
2. To find out if the perception of an experience is the same for the CEO of an 
institution/company, and if the perception is the same for the employees; 
3. To identify people’s mental perception of an attraction or institution that they have 
never visited or visited a long time ago (this is useful in connection to marketing 
activities and the existing image of the institution or attraction); 
4. To achieve information on expectations and perceptions of experiences among 
first-time visitors (the wheel is used before and after the visit to give information about 
expected and perceived experiences); 
5. To be used on different segments of consumers in order to estimate the 
experience value for different groups of consumers.  
 
How the experience wheel and archetypes will be utilized in this thesis will be elaborated on 
in the following Methodology chapter. 
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3.5 Janet Wasko: Disney Audience Archetypes 
 
“(…) it may be possible to conclude that responses to Disney are certainly not automatic and 
mechanical, or universal and ubiquitous, but complex, somewhat diverse, and often 
contradictory.”  
(Wasko, 2001: 217) 
 
 
In the same year of publication as the The Global Disney Audiences Project, Janet Wasko, in her 
Understanding Disney proposes there are seven archetypes of Disney audiences to be found. 
These seven range from having a very positive to a very negative (and sometimes uncaring) 
attitude towards the Disney brand and universe. As such, the archetypes can be used to 
“establish a system of differentiation of responses to Disney” (Wasko, 2001: 196). Even so, 
Wasko acknowledges that it remains challenging, if not impossible, to obtain a clear estimate of 
the number of people found in each archetype. As such, these archetypes are not very usable 
for quantitative research.  
 
Furthermore, the archetypes have mostly been derived from studies done on American 
audiences and Disney as it is present in the United States, with a focus on adults. Lastly, the use 
of the term 'audience' does not necessarily apply to all archetypes, as some are most decidedly 
not part of the Disney audience, and either do not feel addressed by the Disney brand or 
actively resist it. 
The seven archetypes are: 
1. Fanatic 
2. Fan 
3. Consumer (enthusiastic, admiring, reluctant) 
4. Cynic 
5. Uninterested 
6. Resister 
7. Antagonist 
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As one can see, the consumer archetype is further defined in three sub-categories, namely the 
enthusiastic, admiring, and reluctant consumer, creating a total of ten archetypes. What follows 
will be a brief description of each archetype to help further define their characteristics, attitude 
towards Disney, and what influences them.  
 
The Fanatic archetype is, as its name suggests, the fanatic and zealous Disney audience type. 
They strongly (sometimes obsessively) adore anything Disney, and are profoundly affected by 
the Disney universe. This archetype tends to proclaim their allegiance to Disney in various 
ways that are deeply reflected in their lifestyles and day-to-day life, such as through tattoos, 
Disney-themed homes, Disney memorabilia collections, highly frequent visit to the parks, and 
daily on-line activities. This archetype lies far beyond the passive audience category, and is 
certainly the most (pro-)active audience type of them all.  
 
The Fan archetype can be said to be one step below the Fanatic archetype. This archetype is 
also unwavering in its devotion to the Disney brand. They visit the parks often, and are 
enthusiastic consumers of Disney products and services. They have a tendency to defend the 
Disney image if it comes under attack from those less favorably inclined. They vocally express 
their love for certain Disney characters and movies, and admire the success of the Disney 
brand. 
 
The Enthusiastic Consumer accepts Disney as a distinct and attractive brand. They regularly 
watch Disney movies or buy Disney products, and have visited at least one of the theme parks 
(here it should be mentioned that, in the United States of America, it is considered almost 
expected and part of the childhood experience to have visited one of the parks at least once). 
This archetype feels that Disney is a special brand. When asked about Disney, they often 
describe Disney using the company's own promotional rhetoric. A feeling of nostalgia elements 
connects them to the brand. 
 
The Admiring Consumer become consumers for aesthetic or creative reasons, and may 
therefore be less enthusiastic about the sentiments and values found in Disney products. There 
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is not much interest to be found for anything other than aesthetic or creative reasons (the 
drawing style of certain movies, the look of a product line, the construction of a theme park ride, 
the composing of a song, and so on). 
 
The Reluctant Consumer is the least positive of the Consumer archetype. This type may not 
necessarily be interested in the Disney brand, but finds themselves consuming their products 
even so. This is often the case with parents whose child or children have been influenced by the 
brand's popularity and prevalence, but can also be the case in terms of gift-buying for someone 
who is more positively inclined towards Disney. 
 
The Cynic views Disney as overly greedy and materialistic, primarily as a result of the 
company's intense expansion in the last decade. They are still involved in and enjoy Disney and 
its products, but are critical of the company's corporate behavior. This archetype is very aware 
of the increase of commercial practices of Disney, as compared to when they were children 
themselves and grew up with Disney. 
 
The Uninterested archetype is entirely unaffected and untouched by the Disney brand. They 
are detached, disengaged and dispassionate about Disney as a whole, and either uninterested 
or unable to distinguish products or characters as being “typically Disney”. It is likely that they 
have never been to any of the theme parks. This archetype sometimes displays strong ties to 
elitist cultural attitudes, and sees Disney as associated to popular mass-culture, and therefore 
unattractive. According to Wasko, it is more difficult to find information about those who are 
uninterested in Disney than it is about Disney fanatics, who are more public and outspoken 
about their love for Disney  
 
The Resister prefers other products or brands, and actively resists those of Disney. They have 
grown out of Disney and feel a strong degree of cynicism towards the company. Some turn into 
resisters as a result of being disillusioned by the company's greed, or because certain 
experiences with Disney have not met their expectations. Again, Wasko says it is difficult to 
estimate the numbers and find people of this archetype; resisters are less visible and vocal than 
fanatics and fans. 
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And lastly, there is the Antagonist, who actively works against Disney and its products. This 
archetype has strong political shadings. Left-winged political views in the United States include 
a general critique of media corporations and their promotion of consumerism. This sometimes 
includes groups that organize opposition to the company, as well as groups that work to 
protect consumers' interests. On the right side of the political spectrum in the US, Disney has 
been boycotted various times on the basis of moral outage.  
 
As mentioned before, these archetypes are based on American audiences and studies, which 
comes forth in the prerequisites and descriptions of some of the archetypes. One could for 
example place question marks at the fact that it is so challenging to locate vocal people who fall 
under the Uninterested and Resister archetype. Furthermore, the Fanatic and Fan archetype 
are heavily based on the presence and access to the Disney theme parks and stores, and all 
archetypes are based on the extent and kind of Disney exposure they have all been subject to 
in order to induce these attitudes. One could question that, if the same research was done in 
another country, would the archetypes be described in the same way? And would it be as 
challenging to find information about those who have a more negative attitude towards the 
Disney brand? 
 
How the archetypes will be utilized in this thesis, and which archetypes will be chosen for the 
research (and why), will be described in the Methodology chapter. 
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4. Methodology  
4.1 Introduction  
 
This thesis aims to uncover the reception of the Disney Store made by Danish audiences 
located in the Greater Copenhagen Area in Denmark. The thesis finds its point of departure in 
The Global Disney Audiences Project of 2001 (Wasko et al.), in which audience reactions 
towards Disney products were analyzed in 18 different countries, including Denmark. The 
study primarily revealed the extent of the exposure and impact of the Disney brand across 
cultures, as well as the reception and understanding of some core values represented by 
Disney. This thesis will use that knowledge and the recently opened Disney Store in 
Copenhagen as centralized points of reference to study the Danish audience experience of the 
store.   
 
Considering the sheer size and scope of populations and audiences, audience reception tends 
to work with representational samples of groups or individuals, based on a selection of 
elements (gender, age, demographic profile, social/cultural/ethnic identifiers, and so on). As 
audience reception has developed itself to be qualitative in nature (Jensen, 1991), its most 
common method of data collection is qualitative interviews (both individual and focus groups, 
depending on the set-up of the representational sample). For this thesis, qualitative interviews 
will be undertaken with a selection of participants to gain a deeper insight into how (and if) 
associations with the Disney brand has an influence on the experience within the Disney Store. 
These interviews will be done aside from utilizing Lyck’s experience wheel (2008) and Wasko’s 
archetypes (2003). 
 
For the experience wheel and archetypes, a document has been created (see Appendix 1) 
which shows the entire experience wheel, as well as a short Disney archetype survey to be 
filled out by the participant. From March 2013 until May 2013, 50 Danish participants were 
approached as they exited the Disney Store on Amagertorv, and asked to fill out this document. 
From these 50 participants, 4 were asked to participate in a qualitative interview to further 
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expand upon their associations with the Disney brand and their experience of the Disney 
Store. 
 
4.2 Research Method: Qualitative Interview 
 
The qualitative interview method allows the researcher to emphasize more on the 
perspectives of interviewees, as well as expressing a much greater interest in these 
perspectives within the research itself. There is greater flexibility and variation in every phase 
of the qualitative interview, from the creation of the interview guide, to the asking of new 
questions or using different wording in every individual interview, to the selection of ways to 
analyze the gathered data. There is no set standardization to compromise, though it should of 
course be noted that some structure must be present in order to make the data relevant to one 
another, and to allow for clarity during the analysis phase (Jensen, 1991).  
 
Qualitative interviewing techniques generally allow the researcher to follow the interviewee on 
tangents and unexpected directions that may be of interest to adjustments of the research. The 
richer and more detailed the answers of the interviewees are, the more data is produced during 
the phase of transcribing. This can be both a positive and a negative thing. Where a lot of data 
can be productive in the sense of recovering codes and themes that adhere to research 
questions, it can also prove to obstruct clarity and cohesion in recognizing the relevance of 
certain data (Bryman, 2012). 
 
For this thesis, the approach of a semi-structured interview has been chosen. The primary 
reason behind this decision is to ensure that, while the individual interviews can and should be 
guided by the experiences of the interviewees, certain specified topics are covered in each 
interview. This is especially vital during the analysis phase, during which events, patterns, 
experiences and themes between the interviewees will need to be recognized, understood, and 
explained. The focus of the research that informs the semi-structured interview can therefore 
be fairly clear, but it should still remain open enough that it can be informed, shaped and 
guided by the input of the interviewees. The transcriptions of these interviews must be written 
out word for word, to ensure that the eventual analysis will not be guided by the researcher’s 
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memory or assumptions of what was said, but by what was actually said by the interviewee(s) 
(Bryman, 2012).  
 
The emphasis of an analysis is based on the verbal responses of the interviewee(s) or the 
focus group; these are usually looked upon as a whole to identify the themes and frames as 
selected and defined by the researcher, and then brought back and related to the 
characteristics chosen to categorize the interviewee(s). For the analysis, the methodological 
way of interpretation has been selected (Kvale, 1996). Here, the themes identified within the 
transcripts are subject to speculative interpretation by the researcher of a deeper meaning 
behind a text. The deeper meaning in this thesis relates directly to past and present 
experiences of the interviewees with the Disney brand, and how these experiences inform 
their experience in the Disney Store. 
 
Again, the researcher must be highly aware of the interference of their own memory or 
assumptions when identifying and selecting data during the analysis; this is especially 
important when it comes to avoiding selective interpretation, to either enhance theoretical 
expectations, or to avoid contradicting them. However, the researcher can almost not avoid the 
analysis to become an interpretative exercise to some extent, as the framework of the research 
was determined by the researcher themselves, and the researcher at least partly constructed 
the data together with the interviewee(s) (Jensen, 1995). Lastly, the method of interpretation 
through themes has been subject to frequent criticism, as it serves to quantify the data, 
draining it from the individuality and richness qualitative data is known for. However, Kvale 
(1996) argues that this richness can be brought back as long as the researcher links their 
selected themes soundly and continuously to the collected data throughout the process of 
interpretation and discussion. 
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4.3 Research Method: Experience Wheel  
 
For this thesis, the Experience Wheel will be used a tool to achieve information on 
expectations and perceptions of experiences among visitors of the Disney Store. The sense 
appeal of the experience (the Disney Store) will be measured by visitors’ subjective 
perception. The higher value shown within the measurement, the stronger the experience will 
be. The sense appeal will commonly come forth in an experience that is both entertaining and 
mentally stimulating (edutainment) (Lyck, 2008).  
 
Within this process, the experience wheel can be applied as an analysis tool to reveal this 
perception of customers’ experience in relation to a product or service. Companies primarily 
use this kind of insight to estimate whether they should, for example, put more weight on 
aesthetic dimensions or certain factors within the wheel that have perhaps been undervalued 
and underdeveloped before in the general experience (Lyck, 2008). 
 
The results from the filled out experience wheels will be held up to the results from the results 
of the archetype survey. This will be done to determine the relation between the participants’ 
archetypes and how this may have informed their experience in the Disney Store. The 
experience wheel results will also be looked at separately from the archetypes survey, to 
identify any possible optimization to be done within the Disney Store within their products and 
services.   
 
 
4.4 Research Method: Disney Audience Archetypes 
 
For the archetypes survey (see Appendix 1), the following types have been included in the 
survey: Fanatic, Fan, Cynic, Uninterested, and Resister. The Consumer and Antagonist have not 
been included. The reasoning behind this is that the Consumer archetypes hinges heavily on 
other archetypes, and simply views them in the light of a consumer. 
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Figure 4: Overview of the archetypes (own design) 
 
For example, the Enthusiastic and Admiring Consumer archetypes are very similar to the Fan 
Archetype in their descriptions, and the Reluctant Consumer is very similar to the Cynic and 
Uninterested Archetypes. The Antagonist archetypes has been left out of this survey, as this 
type is heavily based on political convictions found in American politics, rendering it irrelevant 
to this study. It was also believed including the Consumer and Antagonist archetypes would 
simply add confusion to the five archetypes already selected for the survey.  
 
 
4.5 Assumptions & Challenges  
 
Among the first assumptions is that the positive Danish archetypes will be differently 
informed from the American ones due to the lack of a Disney theme park in the country itself, 
as well as low accessibility to and presence of other Disney media and merchandize by 
comparison. It will be easier to find outspoken participants who relate to the uninterested or 
resister archetypes, as they are more vocal in their disinterest or disapproval of the Disney 
brand than they are in America (as there is no sense of national pride connected to the brand, 
nor the attitude that “everything Disney” is automatically good and wholesome). 
 
Archetype Description 
Fanatic Profoundly affected by the Disney brand; comes through in their entire lifestyle. 
Fan Devoted to the Disney brand; enthusiastic consumers; vocal in their admiration. 
Consumer Will consume from the Disney brand (willingly or reluctantly). 
Cynic Still involved with the Disney brand, but critical of its practices at the same time. 
Uninterested Detached, disengaged and dispassionate about Disney as a whole. 
Resister Actively resist anything related to the Disney brand. 
Antagonist Works against Disney because of political convictions. 
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Every participant will know or have heard of the Disney brand, as well as the Disney Store on 
Strøget in Copenhagen. It is finally assumed that every participant will answer truthfully and 
as accurately as possible to the survey and interview questions based on their personal 
experience with the Disney brand and the Disney Store, to the best of their individual abilities 
and memory. 
 
Challenges within this research come first and foremost from the researcher’s own biases 
towards the Disney brand and store, as well as (unintentional) perceptual misrepresentations 
in the decoding of the data collected. The way the researcher has selected and phrased the 
Disney archetypes on the survey also informs the participants very specifically about the types, 
and limits the discovery for potentially new archetypes, as they are presented as rather boxed 
in and separate from one another on the survey; there is no room for nuances. To address this 
problem, findings from the semi-structured interviews will be used to discuss the possibility of 
other (or enhanced) Disney audience archetypes. 
 
Language may have provided an influence on the data collected. The researcher’s first language 
is not Danish, and the qualitative interviews have therefore been conducted in English. One of 
the interviewees chose to answer the interview in Danish, as they believed they it would 
enable them to answer more freely and thoroughly. The other four answered the interviews in 
English. 
 
Furthermore, participants’ answer questions related to the Disney brand relating to an 
interpretation of their memories and personal experience – therefore the answers may be 
shaded by mood and setting, to such an extent that the answers may have been phrased 
differently, were the mood and setting different – this entails an inevitable acceptance of a loss 
or different version of data given before the surveys and interviews have even taken place. The 
observer’s paradox is also present in the way the Disney audience archetypes are described in 
the survey (Jensen, 2012). It may have had an influence on the participants’’ answers, but it 
may also have simply made that which is implicit explicit. Here, we can also briefly consider 
Alasuutari’s work on the Factist versus the Specimen approach in the analysis of qualitative 
interview data when it comes to the the challenge of influencing data through the participants, 
the researcher, the setting, and so on (1995).  
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In the Factist approach, the researcher focuses on the behavior and attitude of the participants; 
the concentration is on the content of the interview answers and how they help to reveal the 
inner realities of the participants. The interview answers provide secondary data that is 
interpreted, and the data can therefore be influenced by variables such as the setting of the data 
collection or the participants’ memory of past experiences. For the Factist approach, the 
reliability of the data therefore relies on multiple data-gathering methods, and not on qualitative 
interviews alone (Alasuutari, 1995). 
 
On the other hand, in the Specimen approach, the focus is on seeing data not as descriptions of 
reality, but on specimens of interpretative practices. What participants answer is not only 
looked at for the sake of content and inner reality, but also focuses on implications and effects 
in constructing different versions of reality. The data is not seen as behavioral facts, but as 
linguistic expressions.  The question of reliability therefore does not become dependent on how 
trustworthy the answers from the participants are, as all linguistic expressions are based in 
cultural forms and interpretative resources, and therefore provide representational situated 
speech which can be analyzed and held up to a particular phenomenon (Alasuutari, 1995). 
 
The analysis in this thesis will be most reminiscent of the Factist approach, as it relies on the 
participants’ answers as enabling an insight into their inner realities through their past 
experiences and present associations with the Disney brand. The multiple data-collecting 
methods have been chosen to enhance the reliability of the data, as well as to assist in further 
revealing how these three chosen methods (qualitative interviews, experience wheel, 
archetypes) can help optimize the Disney store experience for Danish visitors.  
 
In retrospect, it would have been beneficial to the thesis to question the participants more 
about their experience wheel results during the qualitative interviews. As it stands, some 
interesting findings were made in the interviews (which will be explored during the analysis 
and discussion chapters). But a definite disconnect can be found between the results of the 
experience wheel and the interviews with the selected participants. The findings of the 
interviews are of interest, as they explore the associations the participants have to the Disney 
brand in general. However, it would have been of similar interest to question them about their 
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chosen archetypes, and how this influences their experience in the Disney Store. In this 
respect, the analysis may be found lacking in connectivity between the chosen research 
methods. 
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5. Analysis & Discussion 
5.1 The definition of the Disney Store Audience 
 
How is the Disney Store audience defined by The Walt Disney Company?  
 
“You're dead if you aim only for kids. Adults are only kids grown up, anyway.”  
 
 
The above quote was expressed by Walt Disney himself (Smith, 2001), and accurately sums up 
a key point about the Disney Store audience: it is not aimed at children alone. From 2010 and 
onward, the target audience has been changed from children to “Guests of All Ages”. On both 
the websites of the Disney Store and Disney Consumer Products, the focus appears to be on 
any member of a family, and not only on its youngest members anymore. Teenagers and 
parents are included in the target audience, but remain very much a part of this idea of a family 
unit (Disney Consumer Products, 2014).  
 
This “family approach” seems to come through in the location of the Disney Stores around the 
United States and in Europe: all of the Disney Stores are located in shopping malls, department 
stores, and main streets in urban areas that are easily accessible by car and public transport. 
Most Disney Store product categories cater to Guests of various ages, with stores and online 
shops carrying Disney branded merchandise ranging from apparel, to toys and electronics, to 
stationery and home décor. It is also acknowledged by The Walt Disney Company that the way 
to the children is through the parents, especially when it comes to the purchase of Disney 
merchandize (Disney Consumer Products, 2014).   
 
 
Figure 5: Press material from the Disney Store corporate website (Disney Consumer Products, 2014).  
Emphasis added. 
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Aside from the Disney branded product categories, the Disney Store carries product lines from 
exclusive key franchises owned by The Walt Disney Company. These franchises include Pixar, 
Lucasfilm and Marvel. Disney branded merchandise is inspired by both classic Disney films and 
characters, as well as more current hit Disney Channel programs and characters (Disney 
Consumer Products, 2014).  
 
More specific information on the Disney Store target audience is unfortunately not accessible, 
and The Walt Disney Company is infamously known for keeping such specifics on its audience 
demographics and marketing strategies behind closed doors (Wasko, 2003). A point of criticism 
on the available information is that the phrase “Guests of all ages” is incredibly broad, and 
becomes even broader when looking at the wide spectrum of key franchises and merchandise 
the Disney Store offers.  
 
To get a better idea of who the audience of the Disney Store is, the following two sections will 
look into: a) how the new set-up of the Disney Store attempts to reach out to its Guests, and b) 
how Wasko’s archetypes can be used to help further categorize the Disney Store audience. 
Reflections from the four participants with whom qualitative interviews were conducted will 
be included where relevant. 
 
 
How are Disney Store “Guests” appealed to in the store in Copenhagen? 
 
The Disney Store attempts to set itself apart from other stores by not having a clear focus on 
selling products, but rather on offering an experience in providing as a sense of magic and 
nostalgia closely connected to the “Disney feel”. The store thereby acts as an entertainer and 
merchant both (Interview with Monica, 2013). The team behind the new Disney Store design 
since 2010 describes the experience as follows: 
  
“Disney Store sought to create an innovative, highly interactive new store design to deliver ’the 
best 30 minutes of a child's day’. (...) Guests are staying in our stores longer and we believe that 
[47] 
 
the double digit increase in sales can be attributed to the emotional connection that they feel to 
Disney characters and stories.” (Wizehive, 2014) 
 
As described in the Disney Store profile chapter (Chapter 2), the new features in the Disney 
Store are primarily designed from a child’s perspective. The Pixie Trail, the Disney Princess 
Castle, the trees along the path displaying Disney content and the Disney Store Theatre all 
contribute to creating the feeling that the Guests find themselves within Disney’s universe. The 
magic mirror within the Princess Castle as well as the Guest accessible interactive screens to 
select which content will be shown on the Theatre screen are all meant to contribute to 
children becoming ”a part of a storytelling moment” (Wizehive, 2014). As such, the child is 
stimulated and approached as active audience, thereby playing an integral part in the reception 
process these interactive and immersive experiences the Disney Store provide through its in-
store features.  
 
Throughout the new design of the Disney Store, the focus is on the child and their experience, 
even though the Disney Store has changed its appeal to a much broader audience. The design 
elements of the actual store are still meant to primarily appeal to children and encourage them 
to interact with the interactive features of the store. However, aside from the interactivity 
element of the interactive features, the new Disney Store design can be said to function as a 
newer, non-traditional and more original way to present and sell their products and services. 
This falls in line with Pine & Gilmore’s (1999) thoughts on how to continue to appeal to 
modern consumers in general, as the modern consumer has grown more independent, nor 
accepts their products and services as the one and only way to go. 
 
As such, one can say that the Disney Store is accomplishing part of its mission statement, by 
focusing on offering children that visit the store interactive elements in a localized Disney 
universe. Even so, a participant from one of the qualitative interviews (who is also a parent of a 
5 year old) undertaken for this thesis pointed out a barrier they experienced while in the 
Disney Store: 
 
“I was a little bit disappointed, because the activity for the children, altså, the play… Yeah, the 
activities for the children and the little Disney characters all the way up in the ceiling was 
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amazing, but it was like four meters in the air and without children… you know, it has nothing to 
do with the children. And it was like merchandize, merchandize, merchandize. I would have 
preferred that there was more focus on the Disney experience and more focus on the 
children and the activities. (…) They have their castle and it’s a good start, but it’s just there. 
And yeah, kids of today, they would just… two seconds, they will be bored. That is not… we need… 
they need to get the children to feel that they experience something. (…) If I took my kid in there, 
he would just “well”—Okay, if my kid knew Disney, he would go like “oh, I want that and 
that and that”, and then I wouldn’t want to bring him.” (Appendix 4.1, emphasis added) 
 
It must however be pointed out that every Disney Store is set up differently according to the 
size and form of the store itself. All elements as described in the new Disney Store design are 
present, but there is no accounting for the effectiveness of its experience value based on the 
location and set-up of the particular store. How effective the Disney Store in Copenhagen is at 
allowing its Guests that sense of immersing themselves in the Disney experience will be 
further elaborated on when looking at data results from the 50 experience wheels. 
 
 
Using Janet Wasko’s Disney Audience Archetypes, what archetypes can be 
identified within the Disney Store audience definition?  
 
Based on key points from the Disney Store and Disney Consumer Products as well as the 
interactive elements of the new “emotionally connected” Disney Store design, it can be 
identified that the Disney Store primarily focuses on drawing in the more positive archetypes 
of the spectrum. The core of the Disney Store experience is anchored within a sense of 
nostalgia and a wish to find oneself in the Disney Universe, and finding the time spend in the 
store as a positive experience. These addressed archetypes would be the Fanatic, the Fan, the 
Enthusiastic Consumer, and the Admiring Consumer.  
 
Whether the positive attitude within these archetypes has a direct influence on the experience 
Guests have in the Disney Store will be further elaborated on when looking at how the chosen 
archetypes correlate with results from the 50 experience wheels. 
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5.2 The Experience of the Disney Store by Danish Visitors 
 
Using Lise Lyck’s Experience Wheel, how do Danish visitors experience the 
Disney Store in Copenhagen? 
 
Between the 23rd of March and the 6th of May 2013, 50 participants were handed a survey upon 
exiting the Disney Store on Strøget in Copenhagen. On this survey, they were asked to fill out 
how they had experienced their visit of the store, based upon twelve variables from Lyck’s 
Experience Wheel (2008). Alongside their experience, they were also asked to relate to one of 
five selected Disney Audience archetypes (Wasko, 2003), and select the one they felt described 
their attitude towards the Disney brand in general most accurately.  
 
Answers for each variable by every individual participant can be found in the table in Appendix 
2. For this section, the overall experience by all 50 participants will be looked into to see how 
the Disney Store is experienced on average. The individual experiences will be looked into 
through correlation with the archetypes the participants identified with; this analysis will be 
done in the next section. 
 
Among the 50 participants, 4 identified as Fanatic; 22 identified as Fan; 9 identified as 
Uninterested; 13 identified as Cynic; and 2 identified as Resister. This means that over half the 
participants identified positively with the Disney brand (26, to be precise); 9 identified as 
disinterested and neutral; and 15 identified as having a negative attitude towards the Disney 
brand. 
 
Within Lyck’s experience wheel, 12 variables of an experience can be rated from 1 to 5 (1 
being a very negative experience, 5 being a very positive experience). Taken all the variables 
together, an average of above 2,5 is accepted as a positive experience, where below 2,5 reads as 
a negative experience and is conducive to prioritized improvement.  
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Among these 12 variables we also find 2 variables called Sense of Smell and Sense of Taste. 
All 50 participants, despite their archetypes, gave both variables a score of 1 throughout. The 
two variables are mostly used for stores and establishments that carry food (Starbucks is often 
used as an example in experience economy theories). Initially, the two variables were kept in 
the survey, as it was unsure how they would play out in practice. It could therefore be argued 
that, based on the feedback from all 50 participants, the two variables will not be taken into 
account when looking at the overall experience of each participant. However, the experience 
wheel is designed to take every variable into account, as Lyck herself argues that low-scoring 
variables in the wheel are of interest for possible improvement or enhancement (2008). It 
should still be kept in mind that the low scores for the two variables have inevitably lowered 
the average experience score for each participant. 
 
When looking at each individual variable for all participants’ experiences put together, we find 
that 8 variables score above the average of 2,5 and can therefore be accepted as positive 
experiences. Of these 8 variables, the 2 variables that score the highest (well above the 
average) are Entertainment and Aesthetic. Both have an average score of 3,3.  
 
 
 
Figure 6: The average variables of all participants’ experiences together (own design). Learning (3) and 
Participation (8) score lowest. Entertainment (2) and Aesthetic (4) score highest. 
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If we then look to the below average readings, the variables that score the lowest in the 
experience wheel of all participants is Learning (with an average of 2,1) and Participation 
(an average of 2,2). This is disregarding Sense of Smell and Sense of Taste, which both have an 
average of 1. Considering the fact that the Disney Store is newly designed to be an interactive 
store, and prides itself on its interactive features throughout the store, the low Participation 
score is an obvious issue up for further development and improvement. 
 
Escapism scored high as well with an average of 2,9 – based on this score, the Disney Store’s 
mission to offer an immersive experience therefore appears successful. Accessibility (both 
physical and psychological) score high as well with an average of 2,7 and 3,1. Lastly, Sense of 
Touch and Sense of Sight both scored above average with 3,1 and 2,7. 
 
This section of the analysis will conclude by returning to the variable Sense of Hearing with a 
closing observation of potential interest for the Disney Store. The survey was handed out 
between the 23rd of March and the 6th of May 2013 over 7 separate days. On the 2nd day the 
survey was conducted (March 28th), the Sense of Hearing variable was scoring especially low 
compared to the other six days. When the researcher asked the participants of that day (who 
also happened to primarily identify as Fanatic and Fan archetypes that day) why this particular 
variable was receiving such a low score, 8 out of 11 replied that the music inside the store was 
songs from Disney films in English, instead of in Danish. The remaining 3 out of 11 replied that 
they had simply not taken notice of this particular variable while visiting the store.  
 
The Disney Store itself states that they wish to provide an authentic Disney experience in local 
communities around the world (Disney Consumer Products, 2014). It may therefore be worth 
considering the influence that something like the choice of music in a store may have on the 
experience of Guests, when a great deal of the Disney Store experience is said to be anchored 
within a sense of nostalgia, while also encompassing past experiences of the Disney brand 
through local factors. The Danish language in Disney films and their accompanying songs could 
be a factor the Disney Store may wish to consider bringing forth more prominently to help 
improve their communication towards their local Guests. 
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5.3 Associations and experiences Danish Audiences have with the 
Disney brand 
 
How does a Disney Audience Archetype affect the findings in the experience 
wheels of Danish visitors in the Disney store? 
 
Wasko’s archetypes are meant to establish a system of differentiation of responses to the 
Disney brand. In this analysis, they will be used to uncover a possible relation between the 
attitude of the 50 participants towards the Disney brand, and the influence this attitude has on 
the experience they underwent in the Disney Store. As in the previous section, an average 
experience rates at 2,5 – above this is read as a positive experience, and below as a negative 
one. The primary reasoning behind holding up the chosen archetypes to the experience wheel 
results is to account for variations in the readings of the Disney Store experience. This is 
furthermore done because the Disney Store wishes to offer their Guests a customized shopping 
experience (The Walt Disney Company, 2014). The archetypes are hereby seen as a way to 
help systemize the reader interpretations of the experience.  
 
Inspiration for this has been taken from Stuart Hall’s three hypothetical ways in which an 
audience position themselves in regards to reading and interpreting a text (1973). Instead of 
looking at the audience as conducting dominant, negotiated or oppositional reading, the 
archetypes are utilized. Dominant reading (full acceptance of the code) becomes relating to the 
Fanatic and Fan archetype, as well as the Enthusiastic and Admiring Consumer. Negotiated 
reading (party shares the code, occasional resistance and contradiction) becomes relating to 
the Uninterested and Cynic archetype. And oppositional reading (rejecting the code) becomes 
relating to the Resister archetype. 
 
None of these three audience types or five archetypes can be considered passive; each of them 
takes an active part in either shared and reproducing the code (party or completely), or 
rejecting and substituting the code. The consumer in the experience economy also has a 
demand for individuality, so the product and/or service either symbolizes the consumer’s 
identity or aids them in bringing out their own individual expression (Jantzen, Vetner & 
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Bouchet, 2011). This individuality comes through in the table containing the experience wheel 
results, in which each participant responds differently to each of the twelve variables. This is 
entirely regardless of whether the participants relate to having a positive or negative attitude 
towards the Disney brand; each participants is meant to be drawn into the Disney Store 
experience based on their relation with Disney. It is therefore logical that each participant find 
themselves addressed through different variables, and to varying extents within these 
variables.  
 
As it stands, there is a clear divide between the participants who experienced the Disney Store 
positively (2,5 on average or higher) and those who experienced it negatively (2,5 or lower). Of 
the 50 participants, 27 experienced their time in the Disney Store as a positive experience. Of 
these 27 participants, 4 identified as the Fanatic archetype, and 22 as the Fan archetype. Each 
of the Fanatic participants had an average experience wheel result of at least 3, and the Fan 
participants had an average ranging from 2,7 to 3,4. The last participant who had a positive 
experience was one who identified as Uninterested; they had an experience wheel average of 
2,6.  
 
On the other end of the spectrum we find 23 participants who had a below average experience 
in the Disney Store. Of these 23, 13 identified as Cynic, 8 as Uninterested, and 2 as the Resister 
archetype. The average scores ranged from 1,4 (belonging to an Uninterested participant) to 
2,4 (also belonging to an Uninterested participant). The lowest score for a Resister was 1,5 – 
the same lowest result for the Cynic archetype. 
 
 
In what ways do past experiences and present associations with the Disney 
brand inform and affect the experience of Danish visitors in the Disney 
store? 
 
Based on the results of this survey, there is a definite correlation between the participants’ 
relation to the Disney brand, and how this informs their experience in the Disney Store. As 
Jensen (1991) and Livingston (2000) discuss, audiences are essential in the interpretation of 
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the text presented to them. They give it meaning based on their life experiences and cultural 
background. The text alone does not hold meaning, but is given meaning in its relationship with 
the audience. This is true in experience economy theory as well, where the focus goes back to 
the consumers, the audience, who are the ones who are meant to subjectively experience 
something when buying a product or being offered a service.  
 
Aside from wanting to know whether there was a correlation between the archetypes and the 
experience wheel results, this thesis has a deeper interest in emphasizing with and looking 
further into the perspectives of interviewees. Four of the participants were therefore invited to 
participate in a qualitative interview, to help uncover what it is that gives their attitude towards 
Disney and their experience in the store its background and meaning. The researcher was 
unable to elicit interest out of either of the Resister participants in this process. The interviews 
have therefore been conducted with one participant who related to each of the following four 
archetypes: Fanatic, Fan, Uninterested, and Cynic. 
 
For the following section of the analysis, interpretation has been selected to help identify codes 
within the conducted qualitative interviews. These codes – or themes – help to organize the 
responses of the interviewees into segments associated with their experience with the Disney 
universe. Past associations will be looked into, as well as their impressions of the Disney Store 
outside of the twelve variables found within the experience wheel.  The primary focus of this 
part of the analysis is to obtain a deeper understanding on what constitutes an individual 
experience in the Disney Store. Or, as Jantzen, Vetner & Bouchet (2011) define it, identifying in 
what ways the Disney Store could offer its consumers the opportunity to express and connect 
their own individual wish for specific experiences to the Store. The four archetypes the 
interviewees identify with will be used to further organize their responses, after which they 
will be discussed through their similarities and differences.  
 
The secondary focus of this section of the analysis will be to investigate whether there are 
additional explanations and associations connected to the variables that have done best and 
worst in the experience wheel analysis results. The variables that did best were Entertainment 
and Aesthetic. The variables that had the lowest scores were Learning and Participation.  
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Experiencing the Disney Store: Past Associations of the Disney Universe 
 
The four interviewees consist of three female and one male participant. Their names, ages and 
respective associated Disney Audience Archetypes are as follows: Kathine (27, Uninterested), 
Pia (59, Fan), Cecilie (22, Fanatic), and Peter (26, Cynic). 
 
When asked about their experiences with Disney in their childhood and youth, each of the four 
interviewees recalled watching the Disney Christmas show during the holidays every year. This 
was 
despite differences in their relation to the Disney Brand, as well as differences in their age. 
Aside from a recollection of the Christmas show, three out of four interviewees recalled 
watching Disney Sjov (Disney Fun, own translation) every Friday. The three of these 
interviewees are in their twenties in terms of age, so an assumption could be made that this is 
a television program prevalent during the years of their childhood, moreso than it has been for 
Pia in her adult life.  
 
Disney Sjov is a program that airs every Friday, and consists of a collection of Disney short 
cartoons that lasts for an hour. More interestingly, however, is the associations that are made in 
regards to this program: 
 
“So, in my childhood, we had Disney Sjov, every Friday, one hour. That was… Yeah, that was like 
the Disney—it was called Disney Sjov, it was like… And then of course Christmas, the Disney 
Christmas Show, it was like, the obli—de obligatory… Disney things. (…) And it was the same on 
the Friday, like a tradition. On Friday we will have candy and see the show, the cartoons.” 
 (Appendix 4.1) 
 
“We are more, like, into the movies, and the small clips with Minnie Mouse and Mickey Mouse and 
all that, every Friday, when there was Disney Sjov.” (Appendix 4.3) 
 
“I remember the cartoons from Disney Sjov fondly.” (Appendix 4.4) 
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The very first quote comes from Kathrine, an interviewee who identifies as the Uninterested 
archetype. She certainly labels the Disney Christmas show and Disney Sjov as being a tradition, 
but furthermore states that she saw it as something parents would hype towards their children. 
She has a son herself, and can see a clear difference in how her childhood was, and how her 
son’s is. For example, the concept of watching cartoons for an hour on Friday and having candy 
is not treated as a novelty experience any longer, and there seems to be a disconnect between 
Kathrine and the current Disney brand: 
 
“… I hype it a little bit with my kid, but it’s not the same, because back then, now you can see 
cartoons all the time, back then there wasn’t so many cartoons, and it was “now we will have 
some candy and sit down”. Nowadays, they will get candy every day and we will watch cartoons 
every day, so it was like… so we were looking forward to it and still it was hyped. (…) Because, 
yeah, because Disney just, you know, as I said, I think a lot of the new movies that they’re doing, 
they are not Disney anymore. They are moving away from the singing and the thing that I liked 
and remember as a kid, and that also means that I have no special interest in showing him Disney 
charac—uhm, theme things.” (Appendix 4.1) 
 
The second quote comes from Cecilie, a 22 year old who identifies as the Fanatic archetype, in 
which she believes the Disney shorts is something the Danish audience is more familiar with 
and perhaps connected to than the movies and other Disney merchandize and media. In the 
following quote, she makes an observation about how watching Disney is directly connected to 
her sense of childhood nostalgia: 
 
I watched it for quite some time. Many years. I still do it sometimes, when the movies are on. I 
watch it, so. Because of the movies, it’s nice, like, Throwback Thursday, you know? Getting back to 
the childhood. (Appendix 4.3) 
 
Already here, another distinct difference can be made between the four interviewees; Kathrine 
(Uninteresed) and Peter (Cynic) only watched Disney cartoons when they were younger and 
in the age group of the cartoons. Cecilie (Fanatic) and Pia (Fan), on the other hand, still watch 
Disney cartoons (shorts and movies) on a regular basis, and enjoy doing so. Here, it would 
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seem the archetype has a direct influence on how pro-actively Disney media and merchandize 
is accessed and enjoyed. The sense of nostalgia, however, appears to exist in all four of the 
participants. When it comes to Kathrine and Peter, however, this sense of nostalgia does not 
seem to suffice in automatically creating a positive experience about the Disney Store for 
them: 
 
“(…) whenever I see the Disney Store I see it as kind of a caricature. Like, you have the sort of 
drab Strøget on a rainy day, but then suddenly you see this one shop, and it’s just an explosion of 
pink and mice, and God, I don’t know.” (Appendix 4.4) 
 
Another interesting aspect of Cecilie’s quote is that she differentiates between American 
Disney audiences and Danish Disney audiences, where she believes the Disney movies to be of 
more interest and prevalence for the American audiences. The short cartoons are then 
perceived by her as being of more interest for the Danish audience. In the same sense she 
points to the Donald Duck comic books as being more of a “Danish” Disney audience concept. 
This corresponds to the Global Disney Audiences Research Project Drotner and Wasko 
conducted in 2001. Here, the Friday Disney show and the Donald Duck comic books were also 
mentioned when the participants were questioned about their immediate associations to the 
Disney brand. As a reminder, 56 students of the University of Copenhagen between the ages of 
20 and 30 were asked about their contact with Disney media and merchandise during this 
study. As such, Cecilie falls into the same age group that would have had potential contact with 
the same kind of Disney media and merchandise during her childhood and youth.  
 
Peter observes a difference between the American and Danish Disney audiences, as well: 
 
I would actually say that Disney is a very, very American thing, not very Danish. (…) I definitely 
think that there is a difference, and it kind of creates a divide. (Appendix 4.4) 
 
This theme of division between American and Danish Disney audiences also returns in 
Kathrine’s interview, in which she talks about being curious about the Disney Store coming to 
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Denmark. According to Kathrine, she does not see the point of it, as Danish customers can buy 
Disney merchandise in Fætter BR (a Danish toy store): 
 
“I don’t know, I don’t know if I can speak for all Danes, but you know we like not to, we don’t… We 
have this “why do you think you’re better than us?” mentality. And if you go into a Disney Store, 
unless you’re a fanatic, it’s just like “why don’t you have any other toys? Do you think that doll is 
better than another doll?”. And then Fætter BR is more like “well, we have three types of doll, then 
you can choose, okay, I like it”, you know, then I’m not opposed “you should go Disney or no way!”. 
The Disney way or the high way, you know?”(Appendix 4.1) 
 
In this previous quote, it is pointed out that the Disney Store is perhaps of higher interest for 
audiences who are “fanatic” about Disney merchandise in particular. This would correspond to 
Disney audience archetypes who are inclined towards the Disney brand to have a more 
positive experience in the Store, than those of a more neutral or opposing stance would have. 
Cecilie adds the following to having a store like the Disney Store in Denmark: 
 
“But I think it’s nice to have something different than the normal, typical Danish toy stores. 
Especially when you think about Disney, Disney is like typical fairytales, so I think the store 
should, like, show that. (…) I don’t know, well—this not a typical Danish store for kids, I mean we 
have BR and Toy Story… Toy Stories… Toys-R-Us! And that’s just like a huge toy store with no, 
with no, like playgrounds and everything. So I think it’s too different, maybe.” (Appendix 4.3) 
 
How the singular Disney brand in the store has a further influence on the experience by these 
interviewees, particularly when it comes to the image of pricing in the Disney Store, will be 
looked into in the next section. 
 
Experiencing the Disney Store: Prices 
 
The Disney brand is seen as something exclusive by three of the interviewees. The only 
interviewee to not have said anything relating to the pricing is Cecilie (Fanatic). Having a store 
[60] 
 
solely devoted to presenting merchandise from one brand appears to have a direct influence in 
how expensive the products are perceived to be for the other three interviewees: 
 
“It just looked expensive. You know as soon as you put the label on, you know, it’s just like “this is 
too expensive”. This is not a weekly buy thing or a small present. (…) Okay, here’s a lot of Disney 
stuff I can buy in Fætter BR, and it’s probably more expensive, and – but they’re nice and, well, I 
will leave now, bye bye.” (Appendix 4.1) 
 
”Når du går ind i Disneys butik, så lige meget hvad du vender og kigger på, så bliver du 
præsenteret for en eller anden pris, som alt andet lige oftest er væsentligt dyrere end andre ting. 
(...) men jeg synes tit at priserne er – mange ting er dyre. Ligeså snart der står ”Disney” på det.” 
(Appendix 4.2) 
 
“(…) a lot of unnecessarily expensive stuff that you can use in elementary school, before you hit… 
before, like, seventh grade.” (Appendix 4.4) 
 
When questioned how this affects the general experience of being in the Disney Store, Pia 
(Fan) pointed out that pricing is not an element as such when one visits Disneyland. When 
visiting Disneyland, one pays the entrance price once, and you are then allowed to spend the 
day in a Disney universe. Whereas in the Disney Store, once is constantly faced with the prices 
of all the products, and all the “merchandize, merchandize, merchandize. I would have 
preferred that there was more focus on the Disney experience and more focus on the children 
and the activities” (Appendix 4.1). As such, the experience taking place in a store might have a 
negative influence overall, and Pia further states that she does not believe the Disney Store is 
facing any issues attracting Danish audiences to come and visit the Store, but that they may 
face an issue getting people to spend money on its products (Appendix 4.2). 
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6. Conclusion 
The research question: 
How do Danish visitors experience the Disney Store in Copenhagen, and how can this knowledge be 
used to improve the communication between the Disney Store and its Danish audience? 
 
The concept of storytelling (Jensen, 1999) can be implemented to try and involve consumers in 
the product, as it is all about creating a setting in which the consumer feels invited to “tell their 
own story”, and actively does so, thereby gaining a sense of both emotional stimulation and 
satisfaction out of the product and/or service a store might carry (Jantzen, Vetner & Bouchet, 
2011). 
 
The Disney Store audience is a very elusive concept. It was originally aimed at children alone, 
but now focuses on “Guests of All Ages”. At the same time, the Disney Store aims its 
communication at “the family unit”. The Walt Disney Company is infamous for not presenting 
any of its marketing or demographic strategies to the public, and so it remains unsure who the 
Disney Store audience is, exactly. Looking at the merchandise presented in the Store, it appears 
to focus on Disney movies coming out in the cinema, as well as programs to be seen on the 
Disney Channel (which also airs in Scandinavia). Overall, it is very difficult to pin down the 
Disney Audience, and as such, the communication that is sent out to potential customers is 
neither cohesive nor properly targeted. 
 
The Disney Store also aims to be an interactive store, providing activities and areas of the Store 
with which its younger visitors can play. Based on the experience wheel data, however, it seems 
this variable of participation does very poorly, which is reason for concern in a store where the 
entire concept revolves around the principle of interaction and participation. As Pine & 
Gilmore (1999) point out, the value of an experience is still highly dependent on what the 
consumer thinks of an experience, and if they are able, willing and given the opportunity to 
contribute to it. Again, this may also help to refocus the Disney Store on being what it sets out 
to be: an interactive store with activities for children to play with. This is clearly a point that 
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should be looked into more, as the experience wheel variable “Particpation” was one of the 
worst-performing ones, alongside “Learning”. 
 
Based on the interviews with the four participants of the experience wheel study, there is a 
definite sense that each had associations with the Disney brand from their childhood and/or 
youth. One could take the concept of Disney Sjov, for example, and consider implementing this 
Danish tradition into the Disney Store in some fashion. A suggestion could be to host Disney 
Sjov in-store on a weekly, bi-weekly or monthly basis; the store has the capacity and the 
technology in place to facilitate such an event, and it would combine Danish Disney 
associations with an increased awareness of the Disney Store’s presence in Strøget. Connecting 
it to something “typically” Danish in terms of the Disney universe may also decrease the gap 
that appears to exist between perceptions of American and Danish Disney audiences.  
 
Associating one’s self to a positive Disney Audience Archetype appears to have a direct 
influence on how the Disney Store is experienced. It can therefore be questioned if rather than 
focusing on “Guests of All Ages”, the Disney Store would do better in focusing on its most 
enthusiastic visitors, and providing them with merchandize from their Disney associations. 
Here one could think of not only selling products related to the new Disney Channel programs 
and cinematic films, but also offering a variety of products related to programs and films from 
earlier Disney periods. This may also help to enhance the sense of nostalgia, which seems to be 
a key driver for the participants who identify as being a “Fan” or “Fanatic” when it comes to the 
Disney brand. 
 
 
[63] 
 
7. Perspectives 
 
A variety of follow-up studies could be conducted based on this thesis. A comparitive study 
could be conducted between the Disney Store and the licensed Disney products found in Fætter 
BR and departments stores. Here one could investigate whether the same perception of high 
pricing exisits when a product is branded by Disney, or if placing the products out of the Disney 
Store setting changes this perception. This thesis could also benefit from an extensive 
competitor analysis. Here one could consider Fætter BR, Toys-R-Us, and Hamley’s, and 
especially focus on the concept of learning and participation in these stores. One could also 
focus on why Fætter BR appears to have more success in drawing in local customers, and 
where the divide exists between BR and the Disney Store. 
 
A larger scale research done with both the experience wheel and Wasko’s archetypes would be 
of interest to investigate if the same trends uphold, and whether the archetypes truly have such 
an influence on the experience wheel variables. Aside from doing so in areas of Copenhagen, 
one could consider taking this research to cities such as Odense and Århus, but also to 
Stockholm and Osla, as the Disney Store on Strøget promotes itself as being the only Disney 
Store in Scandinavia. 
 
A study could be done on the success of selling Disney Store merchandise to locals in the store 
on Strøget, or on their online webshop, which was launched in November 2013. A hypothesis 
could be made that the physical Store is more of an attraction for tourists, and that locals may 
be more inclined to purchase Disney products via the online webshop. If this is a true, a case 
could also be made to consider advertising events in the Disney Store more predominantly on 
the online shop’s website. 
 
An observational study could be done in-store to get a clearer view of the local demographics of 
the Disney Store’s target audience in Copenhagen. Here one could focus on gender, age, 
whether the store attracts visitors who come by themselves, in pairs, in groups, as a family 
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unit, and so on. Further observational studies could be done on passive versus active 
audiences, in which the behavior of the visitors and customers is observed.  
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8. Communication Article 
8.1 Dispensation for Executive Summary as Communication Article 
 
A request was made to Pernille Almlund, Study Leader of the Communication Studies 
Department, to write an executive summary instead of a conventional article to accompany 
this thesis. Below you will find her approval for this request. 
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8.2 Executive Summary – The Disney Store 
 
Overview  
The Disney Store is an international chain of specialty stores, carrying Disney related 
merchandise. Unlike Fætter BR and other toy store competitors in Copenhagen, 
Denmark, the Disney Store provides exclusive Disney products as well as an innovative, 
interactive store and shopping concept referred to as the “Imagination Store”. Aside 
from the new design and interactive elements of the Disney Store, the concept also 
offers visitors service and experience-related practices, such as a welcoming ceremony 
that is performed every morning. The Disney Store’s mission is to ensure that the 
experience in the store is “the best 30 minutes in a Guest’s day”. 
Problem  
The Disney Store is currently experiencing a barrier in appealing to its local customers. 
Since its opening in 2011, the Store has primarily been receiving interest from non-
Danish tourists, and the management staff has faced challenges in utilizing the Disney 
Store audience strategies that have been successfully used in Disney Stores found in the 
United States. The Disney Store would like to be able to understand its local, Danish 
audience better, so as to create an in-store experience that appeals to both locals and 
tourists.  
To do so, the qualitative experience of the Disney Store by Danish visitors must be 
measured and quantified, and the effect of past associations and experiences Danes 
have with the overall Disney brand must be taken into consideration when looking to 
improve their experience in the Disney Store. 
Solution, Opportunity & Competitive Advantages 
The Disney Store aims to offer its Guests the best 30 minutes of their day by providing 
younger visitors interactive elements to activate their imagination, while offering its 
Guests a variety of Disney related merchandise. Rather than only focusing on 
merchandise that is directly connected to recent cinematic releases, as well as Disney 
Channel programs aired on Danish television, the Disney Store could focus on offering 
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an even wider variety of products. Here one could consider offering less tourist-related 
merchandise, and more merchandise directly connected to Danes and their 
associations with the Disney brand. This could be primarily based on the Donald Duck 
comic book, as well as characters and products lines derived from the Disney short 
cartoons as seen in Disney Sjov, a Danish Friday night staple in most family units. As 
opposed to its primary competitors, the Disney Store owns a theater area in the back of 
the store, with a large interactive screen. This screen and area could be optimally used 
to host a (bi-)weekly or monthly Disney Sjov event, during which the one hour program 
is aired and candy is provided by the Store. This kind of event taps directly into the 
nostalgic sense and associations Danes have with the Disney brand. For further details 
and data on these findings, see section 5.3, chapter 6, as well as Appendix 1 and 2 of the 
thesis, which has been provided to you alongside this executive summary. 
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8.3 Executive Summary Synopsis  
 Where is the article published? Why there? 
The thesis aims to study associations Danes have to the Disney brand based on past 
experiences, and how these associations inform the experience Danish visitors have in the 
Disney Store (and what may be keeping others from visiting the Store). The main conclusions 
and results from this study have therefore been written into the form of an executive summary, 
to provide insight into these experiences. As it is a study that is primarily conducted to 
investigate a communication problem between merchant and customer, the format of 
executive summary was deemed the most informative and relevant. 
 Who is the target group? Why them? 
The chosen target group of the executive summary is the Disney Store management of the 
store on Strøget. Ideally, the results of the thesis as described in the executive summary can be 
used by them to help close the communication gap they are currently facing in their local 
audience strategies. 
 How is the article made appealing or relevant to the target group? What will the target 
group get out of the article? 
The executive summary is written in a short, concise manner. There has been a conscious 
decision to divide the executive summary into three sections: overview (what product or 
service is looked into), problem as well as the solution. Beyond the solution the thesis has 
provided some opportunities and competitive advantages the Disney Store could make use of in 
solving its communication problem. This makes for a clear overview for the management staff 
of the Disney Store to take note of. Further details that support these suggestions can then be 
found in the relevant thesis chapters as referred to in the solution section. 
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III. Appendix 
Appendix 1: Experience Wheel & Archetypes Survey Templates 
 
 
 
 
Hvilken af disse fem disney-typer forholder du dig mest til? 
O Fanatiker: elsker Disney og alt relateret til Disney universe. 
O Fan: kan virkelige godt lide Disney brand og er entusiastisk forbruger. 
O Kyniker: accepterer Disney mærke, men er kritisk over for deres praksis på samme tid. 
O Uinteresseret: har ikke rigtigt interesse i eller følelser omkring Disney. 
O Modstående: modstå eller/og arbejder imod alt relateret til Disney. 
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Appendix 2: Experience Wheel & Archetypes Results 
 
Sense of HearingEntertainmentLearning Aesthetic Escapism Accessibility (physical)Acce sibility (psychological)Parti ipationSense of TouchSense of SightSense of SmellSense of TasteArchetypeAverage
3 4 2 5 5 3 5 4 3 5 1 1 F+ 3.416667
2 2 2 4 2 2 2 2 5 4 1 1 U 2.416667
2 1 1 5 1 5 2 3 3 1 1 1 U 2.166667
3 2 2 3 1 2 1 2 4 1 1 1 C 1.916667
4 4 3 4 4 2 4 3 5 1 1 1 F 3
4 4 1 4 3 2 5 2 4 5 1 1 F 3
3 1 2 1 3 1 1 1 4 4 1 1 R 1.916667
1 3 3 3 2 1 2 1 2 5 1 1 C 2.083333
2 4 2 4 4 1 5 2 2 4 1 1 F 2.666667
2 5 1 5 4 2 4 1 2 4 1 1 F 2.666667
1 4 2 5 3 5 5 2 5 3 1 1 F 3.083333
1 4 3 3 5 3 4 1 5 2 1 1 F 2.75
3 5 2 4 5 3 3 4 5 4 1 1 F+ 3.333333
2 5 3 3 4 3 5 3 3 3 1 1 F 3
2 5 2 4 3 3 4 3 4 1 1 1 F 2.75
1 2 2 3 2 2 1 2 1 5 1 1 C 1.916667
3 4 3 1 4 4 4 3 3 3 1 1 F 2.833333
2 5 2 3 4 1 4 3 2 3 1 1 F 2.583333
2 1 3 5 2 1 3 1 2 1 1 1 C 1.916667
2 2 2 1 1 1 1 2 2 1 1 1 U 1.416667
1 1 3 2 1 2 1 1 4 1 1 1 R 1.583333
1 2 1 1 2 2 1 3 3 1 1 1 C 1.583333
2 4 3 4 4 2 5 3 5 1 1 1 F 2.916667
4 3 1 4 2 4 3 1 4 1 1 1 U 2.416667
1 3 1 1 1 5 2 1 5 1 1 1 C 1.916667
2 5 3 3 4 4 4 4 2 2 1 1 F 2.916667
1 2 2 1 2 3 2 2 5 5 1 1 U 2.25
4 4 3 3 1 1 1 2 1 4 1 1 C 2.166667
3 2 1 1 2 1 3 2 1 2 1 1 C 1.666667
3 3 2 5 2 5 2 2 4 1 1 1 U 2.583333
4 4 2 4 4 5 5 3 5 4 1 1 F 3.5
4 4 2 5 5 2 4 2 2 5 1 1 F 3.083333
4 4 1 4 5 4 4 3 3 1 1 1 F 2.916667
3 5 1 5 4 5 4 2 5 5 1 1 F 3.416667
4 4 2 3 4 1 5 3 4 2 1 1 F 2.833333
4 4 3 5 3 2 4 3 2 4 1 1 F 3
2 2 1 2 2 4 2 1 1 5 1 1 U 2
2 5 2 5 5 5 5 3 5 3 1 1 F+ 3.5
3 3 2 3 1 2 1 2 2 3 1 1 C 2
2 4 2 4 3 5 4 3 3 4 1 1 F 3
5 5 1 5 4 5 4 3 5 3 1 1 F 3.5
4 2 2 3 2 5 3 2 1 2 1 1 C 2.333333
1 2 3 4 2 2 1 1 5 1 1 1 U 2
5 5 2 4 4 4 5 2 1 3 1 1 F 3.083333
1 2 3 1 1 1 2 2 3 2 1 1 C 1.666667
5 4 2 4 5 2 5 3 5 1 1 1 F+ 3.166667
4 4 3 5 3 1 4 2 2 4 1 1 F 2.833333
3 2 1 1 1 1 2 1 3 3 1 1 U 1.666667
3 3 3 1 2 2 3 2 1 2 1 1 C 2
2.65306122 3.34693878 2.06122449 3.32653061 2.91836735 2.73469388 3.18367347 2.2244898 3.2244898 2.7755102 1 1
F+ Fanatic
F+ Fan 
U Uninterested
C Cynic
R Resister  
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Appendix 3:  Interview Guide (The Disney Store) 
The Disney Store, Copenhagen (22 April 2013) 
 
3.1 Profile of the Disney Store 
 
The Disney Store (TDS) retail chain debuted in 1987. It is the family-oriented retail 
merchandising arm of Disney Consumer Products, the business segment of The Walt Disney 
Company. TDS carries high-quality products, including exclusive product lines that support and 
promote Disney's key entertainment initiatives and characters. It originated the themed retail 
business model; their core strategy is to be entertainer and merchant.  
 
The Walt Disney Company currently owns and operates 208 stores in North America, 103 
stores in Europe, and 46 stores in Japan. The only Disney Store of Scandinavia can be found in 
Copenhagen, Denmark, which opened its doors on 16 June 2011 on Strøget, in the heart of the 
city. The store is designed to be an interactive experience for the small consumers - Disney's 
classic narrative traditions combined with innovative technical solutions that will help visitors 
to let their imaginations loose. While an American brand by origin, the Walt Disney Company is 
committed to providing unique entertainment experiences across its portfolio of brands while 
remaining locally and culturally relevant across the globe (The Walt Disney Company, 2014).  
 
 
3.2 Research interview with the Disney Store in Copenhagen  
 
The aim of the research interview is to obtain knowledge and insight into how the Disney Store 
sees their store audience(s) and attempts to reach/appeal to them. Categorization and added 
dimension(s) for the survey research will be drawn from the store’s views and definitions.  
The focus of the interview is three-fold: 
- The Disney Store in general: What is the mission of The Disney Store (what does it try 
to accomplish/say?) How is it different from other stores? Who is the general audience of 
TDS? 
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- The audience of the Disney Store in Copenhagen: who is their specific target 
audience? CPH? Scandinavia? Danes vs. Tourists? Why? Do they see a tendency? Is their 
marketing aimed at something? 
- The role of TDS to Danish audiences: How do they try to appeal to a Danish audience, 
being an Americanized brand? Who is the CPH merchandize for? Any challenges in trying 
to appeal to x number of audiences? No theme parks, so what role could the store be 
playing (comics + movies, trans-media intertextuality)? 
 
3.3 Interview Notes 
With Monica, Store Manager since The Disney Store (TDS) came to Denmark  
 
- The Disney Store in general: What is the mission of The Disney Store (what does it try 
to accomplish/say?) How is it different from other stores? Who is the general audience of 
TDS? 
The mission is to make being in TDS the best 30 minutes of the day, to make it an experience, 
provide the Disney feel, magical, nostalgic, etc. Different from other stores in the sense that it 
does not focus on selling products but an experience, the store acts as an entertainer and 
merchant both, it’s about the experience. General audience used to be children but since last 
March the focus is on ANY guest (parents, but also people with no children). 
 
- The audience of the Disney Store in Copenhagen: who is their specific target 
audience? CPH? Scandinavia? Danes vs. Tourists? Why? Do they see a tendency? Is their 
marketing aimed at something? 
There is no specific target audience. They try to go for a balance between local people and 
tourists. TDS in CPH is the 11th “Imagination Store” in Europe. As CPH is considered a small city 
with 1 million inhabitants, the focus shifts between locals and tourists. Tendencies: locals shop 
more during Christmas, tourists from April and throughout the summer holidays. When at the 
register, tourists will often go for the top-ups (gift wrap, special bags), whereas locals will go 
for plastic bags and/or say they already have a top-up. Cruise ships come in during the Spring-
Summer period, there is the ferry from Norway, some German tourists (not as much as 
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expected), as well as product demand from Jutland (lot of requests for online shopping directly 
from the Danish online store, not the UK one – there is no Danish online store).  
Store manager has identified some of the archetypes; one man comes in every evening, selects 
some of the theater films, talks to the staff (fanatic/fan). Some people come in simply to take 
pictures, treating it like an attraction, putting on hats and accessories for pictures, some people 
come in, take one look around from the door and leave again (because it is too busy). The 
mentality of TDS is not to ensure people buy something, but to give them an experience, and 
hope they buy something… or come back because of the experience and buy something… and 
maybe bring a friend. Staff cannot be too pushy, but warm and approachable and always ready 
to help; staff does not differentiate between anyone, everyone is treated equally always.   
 
- The role of TDS to Danish audiences: How do they try to appeal to a Danish audience, 
being an Americanized brand? Who is the CPH merchandize for? Any challenges in trying 
to appeal to x number of audiences? No theme parks, so what role could the store be 
playing (comics + movies, trans-media intertextuality)? 
The selection of products/merchandize is a mix between what movies/television shows are 
prominent in DK, as well as some merchandize that is aimed at tourists (CPH DISNEY 
merchandize in the form of shirts and mugs etc., Mickey Mouse as a Viking, Donald Duck as a 
royal guard). Classic Disney is also represented. It is not about enforcing Disney onto a Danish 
audience or Danish traditions and culture into Disney; it goes both ways. Sometimes a 
marketing strategy will be ‘toned down’ so it is not so “American”, goes from 100% intensity to 
80%. TDS has only been in CPH two years, so a lot of it is still trial-and-error. Most employees 
have been there since the beginning, so it is also a knowledge and experience development for 
them. There was no pre-made “Danish” strategy. It is trying things out, evaluating them on a 
weekly basis, and adjusting accordingly. 
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Appendix 4: Interview Transcriptions 
 
4.1 Kathrine (27 years old). Identifies as Uninterested. 
 
Me: And we are recording.  
 
Kathrine: Okay. So, in my childhood, we had Disney Sjov, every Friday, one hour. That was… 
Yeah, that was like the Disney—it was called Disney Sjov, it was like… And then of course 
Christmas, the Disney Christmas Show, it was like, the obli—de obligatoriske… Disney things. 
But other than that, it wasn’t really a big part of my life, it wasn’t like having princesses or dolls 
or bed sheets with Disney or anything like that, it was just television parts and then I have 
some… at my father’s, I have some… books on tapes, tape books, with Disney stories and the 
little books that you can read and… that I liked a lot. And that was actually all, I have never 
wanted to go to Disneyland, or, yeah, hasn’t really been all… Yeah. And it wasn’t really 
something my friends talked about either, it wasn’t in my… yeah, in my surroundings so much.  
 
Kathrine: In my—then I became a teenager, and there were a lot of the it took another turn, a 
lot of the “Disney’s 2”, the, you know, the second, like, Askepot 2 and stuff like that. They are… 
made of people who smoke joint or crack or something like that, and they are so funny. So we 
would actually be watching a lot of… of them when we were in our teens, and, we would use 
quotes and we would, we will do the song, even in my adulthood—I worked at McDonald’s,  and 
we worked with girls, so I had a lot of young people working for me, and in the kitchen—if it 
was a boring night, it would be every time I come into the kitchen you will start singing a new 
Disney song. And it was like—so the songs and the lyrics, and also just the lines from the 
Disney films, they have always been social interaction… thing or media with more friends, 
more than with others, but still it has been like some common ground… But it hasn’t really, 
still, hasn’t really been… you know like… I haven’t really thought of—but them in the context of 
Disney and this cartoon. It was just like it was these funny cartoons we watched and this social 
thing around these cartoons.  
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Kathrine: And it was the same… you know it’s very… it was characteristic was that, there was 
a lot of singing in them. And that was easy, to, like… and now, when I’m an adult and they do 
movies where they don’t do this singy thing, I just, like “that is not a Disney movie, come on 
folks”, you know, so there’s… there, I… Yeah, it doesn’t feel right, it doesn’t feel… They had this 
special thing that really bonded them together was the singing and the musical theme and… 
That was also the thing that we used in the social… And, after I got my kid, nothing. Because, 
yeah, because Disney just, you know, as I said, I think a lot of the new movies that they’re 
doing, they are not Disney anymore. They are moving away from the singing and the thing that 
I liked and remember as a kid, and that also means that I have no special interest in showing 
him Disney charac—uhm, theme things, it’s just like whatever’s on YouTube, or… yeah, 
actually, whatever’s on YouTube, and then he found out that he liked Byggemænd Bob because 
we watched that on YouTube and then we go like, out of the roles that he… yeah.  
 
Kathrine: So I think that’s pretty much my… yeah. I know, in my— last comment is, in my 
childhood, like, a trip to Disneyland, that was like, very expensive. And it was like… I think there 
was one girl in my folkeskole, or what it’s called, who were, who actually went to Disneyland, 
but she was also the one with all the correct clothes and, you know, like, the—so it was very 
like a high-class point, thing, and it wasn’t really something…. daily. So there wasn’t any use 
to… yeah, you know, getting into it, it was too expensive. My Little Pony, though… Yeah. Okay, so, 
I think was my, off the top of my head, Disney journey. 
 
Me: Yeah, no, but that was very good. So now I’m going to ask you some questions about some 
of the things that you mentioned, just to get sort of a better idea of what made you say certain 
things and, and just how you mean certain things, just so I get it completely correctly, as much 
as I can. Okay, well, then this is going to be a long interview! But you said for example, you were 
talking about Disney Sjov , and, and the Disney—the actual Disney Christmas Show, and you 
mentioned the word “obligatory”. 
 
Kathrine: Yeah. 
 
Me: Can you elaborate on that?  
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Kathrine: But if it was just like… We were looking forward to it, and also our parents hyped it. 
It’s not quite the… I hype it a little bit with my kid, but it’s not the same, because back then, 
now you can see cartoons all the time, back then there wasn’t so many cartoons, and it was 
“now we will have some candy and sit down”. Nowadays, they will get candy every day and we 
will watch cartoons every day, so it was like… so we were looking forward to it and still it was 
hyped. And it was planned around also by the parents. Like, we will not eat when there is the 
Christmas show, we will plug it in like, so it is like… Yeah, it’s a thing. It’s not something that 
just happens to be on, it was like “this is the Christmas show, we will put it in our Christmas 
schedule”, like… 
 
Me: So like a tradition, or…? 
 
Kathrine: Yeah, tradition! That’s a good word. And it was the same on the Friday, like a 
tradition. On Friday we will have candy and see the show, the cartoons. 
 
Me: Let’s see. Another thing… I’m going to assume that the Disney movies that you talked 
about, during your youth – the second version of these movies – they were in Danish. And the 
songs were in Danish, as well. 
 
Kathrine: Yeah, yeah. And no, when we get together with the girls, and we get bored, we can 
put one on. Sometimes it will be in Danish, but we can do it in English as well. And some like 
“The Lion King” and stuff like that, actually we prefer it in English.  
 
Me: Because I was going to ask if you have a preference in certain—because I’ve, for me 
personally, it really depends on, which movie— 
 
Kathrine: Which movie, yeah. Exactly. 
 
Me: Because, for example, I’ve watched “Beauty and the Beast” when I was young in Dutch, so 
for me watching that one in English is ‘wrong’. 
 
Kathrine: Yeah. It’s the same with me. 
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Me: But it’s completely the other way around with “The Lion King”, which I’ve watched in 
English, and then watching it in Dutch is like… So I think that’s definitely interesting. 
 
Kathrine: Yeah, it’s completely the same. It’s movie-dependent. 
 
Me: Then you said something interesting about how, now that you are a mother and have a 
child that Disney is not really your cup of tea anymore because they’ve strayed too far away 
from what you perceive as Disney nostalgia. 
 
Kathrine: Yeah. Exactly. 
 
Me: And then you said going to Disneyland was expensive. Were you aware, even back then, 
that it was expensive? 
 
Kathrine: Yep. 
 
Me: So it wasn’t something—because this is why I wanted to ask Danish audiences instead of 
American audiences, because American children are not so much aware of the economic cost, 
but more aware of the fact that it’s something special. So that struck me as different and very 
interesting. 
 
Kathrine: But I think it was because, a lot also because it was combined with the traveling. Go 
to France, see this. If you don’t travel, then it’s like, it’s not like “well, we don’t travel twice a year 
so why should we travel down and see the princess thingie that I saw in a movie”? It’s like, we 
don’t really have that… Yeah, it was like a holiday thing, and I think we… Well, we went to Fyn, 
to our summer house, every year. But you know, we didn’t go abroad. So, it wasn’t like, that was 
just out of category, there was no reason to talk about it, because it was… Yeah. 
 
Me: It was also because, talking about abroad, we have Disneyland in France, we know that. 
But in America they have two Disneyworlds in the country. Even though it’s a big country, it’s 
still on a national level. 
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Kathrine: Yeah, but I think it’s really the most, yeah, the travel aspect in it. Because I didn’t 
know how much it cost, I just know that traveling costs, and we need to travel to get there, you 
know, abroad. Like a vacation. 
 
Me: Because it was in a different country? 
 
Kathrine: Yeah.  
 
Me: Now, since a couple of years, we have the Disney Store in Denmark, in the country.  
 
Kathrine: Yep. 
 
Me: Why did you visit it? 
 
Kathrine: I was curious. 
 
Me: You were curious. What were you curious about? 
 
Kathrine: What the *peep* they were doing here.   
 
Me: And by here you mean--? 
 
Kathrine: Denmark. 
 
Me: Okay. Because? 
 
Kathrine: Because we can buy Disney merchandise in Fætter BR. 
 
Me: So you were there (the Disney Store). What did you think? 
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Kathrine: It was… I must say, I didn’t really look so much at the prices, I don’t have a 
comparison for the prices, like “this teddy bear here and this teddy bear in Fætter BR”, but it 
just looked expensive. You know as soon as you put the label on, you know, it’s just like “this is 
too expensive”. This is not a weekly buy thing or a small present. And when you pointed it out 
there was actually a screen with activities and they actually did a lot – I wouldn’t have known, 
just going into the store or if you hadn’t shown me the sign, I would have just gone in and said 
“okay, here’s a lot of Disney stuff I can buy in Fætter BR, and it’s probably more expensive, and 
– but they’re nice and, well, I will leave now, bye bye”. If I knew there were some of the 
activities where I could bring Villads (her son) and he could have some experience, some 
activities that were… you know, to occupy him, then I would have come more and I would start 
looking into when and what and why. But it wasn’t very obvious in the shop. And even though 
you actually showed me the sign when we were talking about it in the start, I was thinking 
“well, perhaps I should bring him and see what these activities is like”. But after we went, I 
have forgotten all about it. Because it wasn’t visual—I couldn’t… I forgot. I completely forgot 
that they did the activities until we talked about it now.  
 
Me: Interesting. But you mentioned, for example, the other toy store, BR, which is very much a 
Danish toy store. I mean it is a Danish toy store, it’s only in Denmark. Do you think there’s also 
a sense of familiarity involved? 
 
Kathrine: Of course. 
 
Me: Because you mentioned “what the hell is Disney doing here in Denmark?” when we 
have— 
 
Kathrine: Yeah. Exactly. Yeah, but I think it’s, it’s also that we have, you know, I think it’s very 
much we like… I don’t know, I don’t know if I can speak for all Danes, but you know we like not 
to, we don’t… We have this “why do you think you’re better than us?” mentality. And if you go 
into a Disney Store, unless you’re a fanatic, it’s just like “why don’t you have any other toys? Do 
you think that doll is better than another doll?”. And then Fætter BR is more like “well, we have 
three types of doll, then you can choose, okay, I like it”, you know, then I’m not opposed “you 
should go Disney or no way!”. The Disney way or the high way, you know? 
[84] 
 
 
Me: So you would feel the same if there was one store completely devoted to one kind of… 
 
Kathrine: Yeah, yeah, I would be reluctant to go in there. Without any other… Because it’s just 
thinking that there is no other competition, there is no comparison, you know, it’s only for the 
brand. And since, well, since I don’t do a lot of Disney merchandise then I don’t know how the 
quality is. And if I have nothing to compare it by, then it’s just like “this is very expensive, it’s 
probably going to break, let’s start by buying the cheaper version. So, that’s why. 
 
Me: Did you… Because, you mentioned something about nostalgia and that they’re moving 
away from a lot of the old Disney. Did you notice in the Disney Store any kind of themes that 
were around, or did anything sort of catch your eye, or was there any kind of sense of 
familiarity, or was everything just sort of…? 
 
Kathrine: Actually, I think it was—I was a little bit disappointed, because the activity for the 
children, altså, the play… Yeah, the activities for the children and the little Disney characters all 
the way up in the ceiling was amazing, but it was like four feet in the air and without children… 
you know, it has nothing to do with the children. And it was like merchandize, merchandize, 
merchandize. I would have preferred that there was more focus on the Disney experience and 
more focus on the children and the activities and then plug in the… instead of just lining up Star 
Wars figu—No, not Star Wars, you know, like the Iron Man thing, like a whole wall of Iron Man 
merchandize, it’s just like “well, that’s nice, but”… You know, if I go to Fætter BR, I have Iron 
Man, and then I have Superman, and then he can pick, you know, instead of just having this 
one. 
 
Me: The Disney experience… What is that? 
 
Kathrine: But that is the song and the… aktivering (activation, own translation) of the children, 
some interaction. And just not… Yeah, well, they have their castle and it’s a good start, but it’s 
just… there. And yeah, kids of today, they would just… two seconds, they will be bored. That is 
not… we need… they need to get the children to feel that they experience something, That they 
have an experience, instead of just… If I took my kid in there, he would just “well”—Okay, if my 
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kid knew Disney, he would go like “oh, I want that and that and that”, and then I wouldn’t want 
to bring him. I should go in with him and he should be like “what is this and can I go up in this 
one and oh, you want to sing with me, yeah, I want to sing”, you know? Like that, and then “aw, 
he like the fish, I will buy the fish for him”, altså.  
 
Me: So again, it sort of sounds like it’s back to you thinking it’s too much about the brand. 
 
Kathrine: Exactly. Brand and merchandize. 
 
Me: And not enough about the child.  
 
Kathrine: Exactly. Exactly.  
 
Me: I’m bringing this up because we talked about it before, and I think it was an interesting 
point that you made. We talked about—I told you about how in the Disney Store, they do this 
thing where every hour they have a change of song, and then the employees go around and 
they clap their hands, encouraging the children to clap along with them, and to sort of join into 
this moment (of celebration). Thoughts? 
 
Kathrine: Yeah. Well, as we talked about Danes are—I experience Danes to have a bubble 
around them, very “don’t approach me unless I approach you”. So I thought it would be very… 
overskrenende, grænseoverskerende—and especially because the scenery, I experience a lot like 
merchandize scenery, and it’s like “you come here to buy, there’s a little castle, but it’s boring 
and the kids will not play they only want to buy these things we’ve put up here, and now you 
want us to clap?”. No. If it was… if they were playing with the kids or, whatever, face painting, or 
if they had kids activities, where you saw employees playing with the children, and then they 
“oh, now the song comes!” and then they start clapping. Then it wouldn’t be so “what the fuck 
are you doing?”. You know? 
 
Me: Yeah, out of nowhere. 
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Kathrine: Out of nowhere. And it’s like the social—like we talked about earlier today—we 
don’t have a social… Ah, I don’t know if we don’t, but I… Well, you know, the way I experience 
Denmark is that we don’t have the social mechanism to just go from “now you’re in this buying 
world where there’s merchandize, merchandize, merchandize, and now you should clap!” for 
no… but what? It’s like when they say “good morning, how are you?”. “I’m okay, but my foot 
hurts”, you know, we don’t get it. 
 
Me: So it sounds like a cultural— 
 
Kathrine: Yeah, exactly. 
 
Me: -- communication somewhere is happening. 
 
Kathrine: Very, yeah, I think that a lot of the people I think, I didn’t witness this, but I think a lot 
of the people would just stand there and feel uncomfortable. Really just like “what to do?”. 
Because it’s so—and if they haven’t been eased into it through some activities and something 
like that, then it’s just like “no, I am out shopping, not out clapping”, so. 
 
Me: Well, I think that’s it from my side, actually. I think everything is clear and you’ve made 
some very, very interesting points, I feel. So thank you very much. 
 
Kathrine: You’re very welcome.  
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4.2 Pia (59 years old). Identifies as Fan. 
 
Pia: Disney-barndom... Der tror jeg ikke, jeg opfattede Disney, fordi Disney var vel mere eller 
mindre usynlig. Man havde Disneys juleshow og det var vel – jo, så det opfattede man. I hvert 
fald Disneys juleshow, som var højdepunktet, når man var barn. Og som vel for de fleste, der 
voksede op ved den tid, hvor man kun havde én fjernsynskanal, var Disneys juleshow tegn på 
jul. Man tænkte ikke Disney-film i realiteten, fordi det var bare det. Når man blev ældre, så var 
Disney jo som Disney-film. I hvert fald i mit univers. Jeg kendte ikke Disney stores, jeg tror slet 
ikke det eksisterede i Danmark. Disney-land var også noget, der var sådan lidt abstrakt. Så det 
var Disney-film, man startede med, hvilket jeg er kæmpe fan af. Jeg elsker Disney-film. Så der 
var vel ikke så meget mere end at Disney var Disney-film. Som voksen, hvor man selv begyndte 
at kunne rejse, så er verden lige pludselig blevet anderledes og man er blevet præsenteret for, at 
der findes det her specielle Disney-land, som jeg synes er et fantastisk univers, som jeg også ved, 
der er mange, der hader, fordi at det er ligesom i alle andre forlystelsesparker, at man nogle 
gange skal stå i kø. Jeg synes ikke, at jeg har oplevet det de gange, jeg har været der, at kø har 
været det voldsommeste problem. Men det er måske også afhængig af hvordan man selv er.  
 
Pia: Personligt elsker jeg Disney-land fordi det er denne her fuldstændigt over-sukkersøde ting 
og man går i tre dage, hvis man har – sådan et har jeg haft – i sådan en lille sød musik, du ved, og 
det er så kvalmende sødt og jeg elsker det. Jeg synes man oplever et univers af service, som man 
ikke ser nogen som helst andre steder tilsvarende. Det synes jeg er helt fantastisk. Hvis man 
ellers kan give slip på at man selv er voksen, så er det fantastisk godt for børn – at opleve og se 
verden lidt. Jeg synes man får mulighed for at se verden lidt med børnenes øjne igen, når man 
er en del af Disneyland. Hvis man tør give slip. Disney Store… Det ved jeg sgu ikke om jeg er 
specielt begejstret for. Øh… Det er sådan noget, som jeg bestemt absolut ville gå ind i, når jeg 
går forbi i udlandet, når jeg er på ferie. Det er sådan en type butik, som når jeg er hjemme i mit 
eget land, ikke bruger tid på.  
 
Pia: Men der er forskel på at være på ferie, altså i ferie-mode og at være i hverdags-mode. Når 
man er i ferie-mode, så har man tid til alting og man slendrer ind i den ene butik efter den anden 
og i hverdags-mode, så ser jeg ikke – det er en helt anden – måden du går på er anderledes. Nu 
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går jeg sjældent ned ad Strøget og hvis jeg gik ned af Strøget ville det ikke være – jo, hvis jeg 
havde børnene med, kunne de nok godt lokke mig ind i en Disney Store, men jeg synes tit at 
priserne er – mange ting er dyre. Ligeså snart der står ”Disney” på det – og der er ikke nogen 
ting, som jeg specielt tænker ”Det mangler jeg”, du ved, så når jeg er i udlandet er det hyggeligt, 
men det er også det eneste udtryk, jeg ville bruge. Det er hyggeligt. Jeg går ikke derind for at 
handle… Og så har jeg set i nogle af de der meget store, der har de M&M’s i de der rør og det er 
sjovt at se, men igen, hvis jeg er i udlandet går jeg heller ikke derind for at købe slik. Og det ville 
jeg heller ikke gøre herhjemme. Jeg ville ikke gå ind i en Disney Store for at købe slik. Så det er 
sjovt at se denne her typiske, sådan, alting er lidt større og lidt mere – det er meget sjovt, men 
det er ikke – så jeg tror ikke det er deres problem måske at lokke folk ind, men måske at få folk 
til at bruge penge. Uden at jeg ved det. Men at det godt kan være. Jeg ved ikke…  
 
I: That’s good. I wrote down some keywords on certain things that you said and certain words 
that you used, ‘cause I hear these words and they mean something to me and then I assume 
that that’s what they mean, but this is a construction between both of us, so I just want to 
make sure that I also have your meaning included. And then also some general clarification. In 
the beginning you said that you are a huge fan of Disney films. Why?  
 
Pia: Fordi Disney-film på en eller anden made, selvom at det umiddelbart er lavet – eller det har 
de her tegnefilmsfigurer, så på en eller anden måde kan det tit relateres – det kan tit bringe de 
der historier over til vores liv. Ser man Løvernes Konge, hvor at Simba mister sin far, så kan vi 
alle sammen sætte os ind i situationen. Askepot kan vi alle sammen alligevel sætte os ind i 
historien om prinsen på den hvide hest. Vi er sådan, sa får vi den romantiske del, men vi får den 
her – det vækker på en eller anden måde enormt mange følelser hos os, også som voksne, synes 
jeg. Uanset om det så er den romantiske del af os eller om vi overfører det til… det her forhold 
børn-voksne imellem eller hvordan – så jeg synes at de formår på en eller anden måde at lave 
film som rammer børnene, fordi børnene ser nogle ting, som voksne så tager vi de her følelser 
over i nogle andre ting. Så kombinerer de det oftest med sødme eller i senere film er de også 
begyndt at blive mere sjove og formå at få noget – jeg ved ikke hvor meget – det er ikke rigtigt 
morskab med i. Jeg tænker på Askepot og Snehvide, der var jo ikke så meget morskab i dem 
rigtigt. De var søde – altså, de Syv Små Dværge er jo en sød film, men jeg ved ikke om man 
specielt meget griner.  
[89] 
 
 
Pia: Det synes jeg de har formået sidenhed at lave film, som for eksempel Herkules, som jeg 
synes er afsindig morsom. Der har, kan man sige, der har de jo ikke, der har de jo ikke de der 
meget voksne tanker med, som de har for eksempel i Løvernes Konge, altså hvor de har den der 
del med. Men de har stadigvæk den romantiske del med, med Meghara og Herkules. Vi kan på en 
eller anden måde – jeg kan sgu godt lide når det er lidt sukkersødt og sådan lidt ”Ih”. Det er 
sådan lidt hyggeligt. Og så synes jeg humoren er enormt sjov. Præcis den film. Så jeg tror lidt det 
er det, de formår, at lave film der både er til børn og voksne, hvor – det synes jeg så der er mange 
i dag, der gør, men før i tiden var film for børn film for børn. Hvor mange kan sige ”Den er 
meget sød, men den underholdt ikke os”, når man er blevet ældre. Jeg synes Disney formår at 
underholde flere forskellige. Hvilket jeg synes er rart. Jeg synes det er rart, man har et univers 
hvor børn og voksne alle sammen bliver underholdt af det samme.  
 
I: Then there was one more and it keeps coming back. You keep referring to Disney as a 
universe. Is that how you experience it, and when you say universe – try to put those emotions 
into words. Where does that come from that feeling it as a universe? 
 
Pia: Jeg tror det er lidt fordi det er lidt som et eventyr. Disney er sådan lidt et eventyr… Det er 
nogle af de der søde ting, som starter da vi havde Disneys juleshow, som jo var – som barn er 
julen jo fantastisk. Det er den også som voksen, men den er lidt mere fantastisk, når man er 
barn. Der er den lidt eventyragtig. Og man ligger der og drømmer om julemanden. Og på en eller 
anden måde, så lykkes det Disney med det juleshow at blive lidt det. At blive noget jul. Så det 
kombineret Disney juleshow med jul. Fordi det var det eneste tidspunkt vi rent faktisk anede 
noget om Disney eller havde noget med Disney at gøre dengang. Så jeg ved ikke om det er lidt 
sådan. Det er jo klart anderledes for børn fordi de vokser op med så meget, men vi har taget den 
der lidt, jeg tror den der lidt uskyldige ting, som man har i maven som barn, som de på en eller 
anden måde blev lig jul på en eller anden måde, den tog vi med inden i os.  
 
Pia: Så kom alle de her Disney-film, som vi vokser op med. Og specielt måske blev præsenteret 
for, for mit vedkommende, i den tidlige voksenalder. Men som stadigvæk appellerer lidt til den – 
vi ved godt det ikke er virkelig. Vi ved godt at eventyret ikke sådan helt findes som den gør i 
tegnefilm, men på en eller anden måde kan vi godt lide det. Vi kan godt – vi ved godt – vi kan 
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godt lide de her historier. Vi kan også godt selvfølgelig lide Løvernes Konge, vi kan godt lide det 
her lykkelige ting oftest som der ender lykkeligt. Man kan sige, der er selvfølgelig mange andre, 
der gør det, men det bringer os ind i et et eller andet univers. Nu synes jeg, der er virkelig stor 
spredte på Disney-film. Men igen, med Disney-land er det lidt det samme, når man går i Disney-
land, så tager de os også ind i et univers. Der fjerner de alt det onde. Altså. Og efterlader kun alt 
det der søde. Det har de så ikke helt gjort i Disney-filmene kan man sige, men ellers prøver de 
ligesom at lave den her illusion omkring os. Som er et eventyr. Fordi vi ved jo alle sammen godt, 
at ondskaben eller den virkelige verden, den er der. Og den virkelige verden er ikke god eller ond, 
den virkelige verden er den virkelige verden. Men Disney prøver at skabe et univers, hvor de 
siger ”Jamen, her er ting gode”.  
 
I: I get the feeling that this association, this feeling that you have so strongly with the older 
Disney movies and with Disney land, that that’s not present with the Disney Store. Am I right 
about that?  
 
Pia: Ja. Ja. I don’t feel the same about the Disney Store. I think it’s… I hvert fald ikke på samme 
måde. Og det er fordi det er en meget kort oplevelse. Måske. Og så fordi…  
 
I: What do you think of the Disney Store in Copenhagen?  
 
Pia: Øhm. Jeg tror det der sker, når du går ind i en Disney butik, det er at du bliver præsenteret 
for priser. Og det gør du ikke i Disney-land for eksempel. I Disney-land har du betalt for indgang 
og så kan du ellers gå rundt i det her univers. Jeg ved godt du skal spise og alle mulige ting, men 
du er ligesom taget væk fra alt det her. Når du går ind i Disneys butik, så lige meget hvad du 
vender og kigger på, så bliver du præsenteret for en eller anden pris, som alt andet lige oftest er 
væsentligt dyrere end andre ting. Ville det være anderledes hvis priserne var noget andet? Det 
er jo ikke ting, jeg har brug for. Jeg har ikke brug for en Disney-bamse. Det er ikke noget, jeg 
har brug for. Så det er ikke en del af min – det er jo ikke sådan så jeg tænker ”Nu købte jeg en 
Mickey Mouse-bamse og så sover jeg bedre om natten.” Nej.  
 
Pia: Så man kan sige Disney-filmene efterlader én i et univers i den tid, man sidder og ser filmen 
og den er sød og sådan den er. Det er også derfor jeg stadig i dag – vi ser altid Disney juleshow. 
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Jeg synes Disney juleshow er et godt program. Nej, det synes jeg faktisk ikke det er, fordi du ser 
de her fem minutter, men på en eller anden måde, så er det jo illusion fra dengang man var barn, 
som det er de følelser, man tager med og på en eller anden måde holder fast i. For selve 
programmet er jo ikke længere, altså, noget særligt. Men det er det alligevel. Fordi illusionen er 
der fra dengang. Og Disney land gør også det her, træder ind i noget, ind i en tid, hvor du slipper. 
Det gør Disney Store ikke. Fordi når jeg går ind, hvad er formålet med at gå derind? Det er 
selvfølgelig at gå og kigge. Men det er ikke sådan, at jeg bliver specielt – altså jo, det er da meget 
hyggeligt at kigge. Men jeg går ikke sådan i flere timer. Man går ind, man kigger. Du ved at 
børnene sandsynligvis godt vil have et eller andet, når du går derind. Som du alligevel ikke har 
brug for og som børnene egentlig talt heller ikke rigtigt har. Så jeg tror at Disney Store fungerer 
rigtigt fint, når du er i Disney Land, for der er du villig til at købe den der bluse med Mickey 
Mouse. 
 
I: It becomes part of the experience?  
 
Pia: Ja, og når du er på ferie, så er du også bare, uanset hvor du er henne, så er du bare mere 
oplagt på at bruge penge. Så er der ikke nogen – altså, skal barnet have en bamse med hjem? 
Selvfølgelig skal de have en bamse med hjem. Men sådan er det jo ikke, hver gang vi er ude at 
handle. Skal de have en bamse? Øh nej, du har 30 millioner bamser derhjemme, siger vi. Det 
siger vi ikke, når vi er ude, altså, vel. Så jeg tror Disney Store fungerer for turister. Uanset om det 
er turister i Danmark eller om vi er turister i et andet land. Så fungerer det på en anden måde.  
 
I: Very good point.  
 
Pia: Der er vi villige. Men der kan man selvfølgelig sige, igen, det fungerer tættest, bedst, tror 
jeg, når vi er i Disney Land. Og det er fordi vi kommer ind i det univers. Når vi tager til Frankrig 
for eksempel – nej, ikke til Frankrig, det var præcis det land, jeg ikke skulle nævne. Hvis vi tog til 
Tyskland og gik ind i en Disney Store, så er vi i et andet mindset. Så tænker vi ”Jamen, hvad skal 
børnene have med hjem som minder om Tyskland?”. Og det er ikke Disney Land. Når vi er i 
Disney Land, skal de selvfølgelig have noget med hjem, der minder om Disney Land. Det giver 
sig selv. Så når folk kommer til Danmark – og selvfølgelig bliver vi nogle gange overvældet og 
køber ting alligevel, men når folk kommer til Danmark, hvad vil deres tanke som turist være? 
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De skal have noget med hjem, der minder om Danmark. Det vil sige, de skal have Den Lille 
Havfrue med hjem.  
 
I: They have products in the Disney Store where Mickey is dressed up as a Viking and Donald is 
dressed up as a guard of the Palace and Danish flag –  
 
Pia: Præcis. Og det ville være sådan nogle ting, som man slår på og det gør de jo selvfølgelig også  
klart af en grund. 
 
I: More and more. 
 
Pia: Og det var også det, vi ville gøre – nu ved jeg ikke lige præcis hvad man skulle være klædt 
ud som i Tyskland, men man kan sige, at når man var i Italien og når man var i Rom, ville det 
klart være at Disney Store måske har Schweizergard.  
 
I: They probably do. 
 
Pia: Sådan nogle ting. Der er jo nogle ting vi ved – eller gondolsejlere, eller – der er nogle af de 
ting, man ved, det er bare så typisk for de her lande. Og det tror jeg også virker. Og så selvfølgelig 
virker det, for vi lader os jo altid overtale, men vi er nemmere at lade os overtale, når vi ikke er 
hjemme. 
 
I: That’s a very good point. Absolutely. Last question, I think. You mentioned the service level?  
 
Pia: Jamen, jeg synes – et eksempel. Generelt, så er Disney Land jo fyldt med mennesker 
ligesom alle mulige andre stedet i sådan nogle forlystelsesparker. Jeg tror aldrig jeg har mødt en 
person, som på nogen måde virkede som om, de var sådan en lille smule irriterede af at være 
omgivet af turister og børn, som jo nogle gange er mere nemme at have med at gøre end andre, 
både børnene og de voksne for den sags skyld. Man oplever ikke denne her – der er denne her 
udstrakte tålmodighed. Det er det eneste sted, jeg har oplevet, at de havde en forlystelse, som 
ikke fungerede og der stod en person ved siden af den her forlystelse og fortalte folk, at 
forlystelsen ikke duede. Altså. Der er ikke bare sat et skilt op. Der stod en fysisk person og sagde 
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”Vi beklager meget, men forventer at den vil være i orden dagen efter” eller whatever. I stedet 
for bare at have sat et skilt ”Den duer ikke”. Og det kan da ikke have været det sjoveste job at stå 
der, men det havde man altså, netop for at sikre sig, at folk ikke fik den her negative – altså. Nej, 
forlystelsen duede ikke, det kunne de ikke ændre på. Men de kunne vælge hvordan de valgte at 
håndtere det, infomere omkring det. Og det gjorde de.  
 
Pia: Og så tror jeg også, uden at jeg ved det, jeg kunne forestille mig, at Disney Land, når folk – 
fordi det er så stort, folk er der jo en hel dag som minimum og muligvis over flere dage, hvilket 
nok har en positiv effekt på besøgende også. Fordi jeg tror der er forskel på, at vi lige drøner 
ind i Tivoli eller i Bakken i tre – her kommer vi ligesom ind – vi er på ferie, ikke også, nu har vi 
sat dagen af til det her, vi har ikke stress omkring det, hvilket gør at vi bliver lidt mere 
medgørlige også, som forhåbentlig har en positiv indvirkning på alting. Men jeg synes der er en 
fantastisk service, jeg synes de er gode, jeg synes de prøver at skabe et univers til børnene. Og 
at voksne må indgå i det her univers lidt på børnenes præmisser. Som for eksempel at man 
ikke kan bestille alkohol. Med mindre – jo, jeg tror hvis man spiser, kan man vist købe lidt øl. 
Men ellers som udgangspunkt er der ikke sådan alkohol. Og det er ikke fordi jeg har noget imod, 
man kan sidde og nyde et glas vin eller noget, det er jo ikke sådan jeg har det, men man kan sige, 
det er jo en beslutning, man har truffet, hvor man siger, det her er jo et univers til børn.  
 
I: Absolutely. I think I’ve gotten everything that I need.  
 
Pia: Jeg håber der var noget, du kunne bruge.  
 
I: Very, very good. 
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4.3 Cecilie (22 years old). Identifies as Fanatic. 
 
Cecilie: Okay. 
 
Interviewer:  Whenever you’re ready. 
 
Cecilie: Well, you just want me to, like, tell you about Disney when I grew up? 
 
I: Yeah, I want you to tell me about Disney when you grey up, what you experienced of Disney 
when you grew up, and how you feel about it. 
 
Cecilie: Okay, well, I guess Disney has been a big part of my life as I grew up, because, well, it 
was the only real cartoon we had. And I had a big sister – she’s seven years older than me – so 
she had all the movies from Disney.  So those I had, as well. But I don’t think it was like as a big 
part of my life as for an American. It was just entertainment for me, a way of like killing time, I 
really loved them, I really did. I loved the songs, I knew the dances and everything. I did get 
some of the toys for it, as well.  
 
Cecilie: And I remember when I went to Paris, the only thing I wanted – I was eleven at this 
time - the only thing I wanted to do was to go to Disneyland. And every time me and my sister 
went on a vacation with my parents, we would get like 100 euros each, so we could spend them 
on whatever we wanted. And I saved that money for buying this big teddy bear, Baloo (from 
Jungle Book). It was bigger than myself, and I carried it all the way home into the city, and it got 
its own seat in the plane, as well.  And this one was just, like, the love of my life for some years. 
So I guess I always loved Disney, but I don’t think it was that big a part of my life as the 
American people, with the dress out and everything. I never like dressed out as a Disney 
character at Halloween or anything, so… Is there anything else you wanna ask me? Because I 
don’t really – I don’t know what else to tell you. 
 
I: What was it that you loved so much about Disney? Can you try to put that into words?  
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Cecilie: I guess it was like, the whole fairytale.  And the animals speaking and dancing and 
singing. It was an easy way to like, get to play with them in my imagination. You didn’t have to 
do it yourself.  
 
I: Yeah, so, you’re mentioning a few things that definitely come up – the whole fairytale aspect 
and the fact it appeals to imagination, that sort of like cookie-cutter pre-cut, and you just sort 
of have to put yourself into it, it’s there? 
 
Cecilie: Yeah. 
 
I: Definitely. You—The cartoons and the movies that you watched, those were in Danish?  
 
Cecilie: Yeah. And Swedish. 
 
I: And Swedish? Alright. All the movies and cartoons, because some people see some movies in 
English, and then some in Danish, or Swedish. 
 
Cecilie: Well, yeah, well, the—the most of them, like, the classic, the Lion King, were in Danish, 
because I was so little when I watched them. And some of them were Swedish because my 
sister is half-Swedish, so that was why I was forced to see it in Swedish. But when I grew older, 
like, eleven, twelve, then the movies, the more like modern movies came out, and I watched 
them in English. And I actually started, when I downloaded my own music, I started 
downloading every Disney song in English. So even though I watched the movies, when I was 
small, in Danish, I knew the songs in English. I had a good while where I was obsessed with the 
songs, I just knew every kind of song of Disney.  
 
I: Excellent. Well, I think then we’ll go onto the Disney Store part.  
 
Cecilie: Yeah. 
 
I: Yes.  
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Cecilie: It looks funny, it’s like… there’s a playground for kids, as well, even though it’s a shop? 
It looks like that, I don’t know.  
 
I: There is indeed—they’re trying to set it up as a very interactive store, so they have, like, a 
small—miniature of the Disney castle. 
 
Cecilie: Yeah, I saw. 
 
I: Where you can do some things, and they also have a small movie theater where they can 
draw and things like that. 
 
Cecilie: Okay! 
 
I: Where you can actually go up to the screen and select a video, and then in time it will come 
up. So they are very much trying to appeal to the kids while at the same time displaying all this 
merchandize. But is that sort of the image that you would get? Or is it more—like if you think 
of Disney Store, and why you would or would not go in it more often— 
 
Cecilie: It’s because of my age. But if I had kids, or if I would be a little bit younger, I would do it. 
But I think it’s nice to have something different than the normal, typical Danish toy stores. 
Especially when you think about Disney, Disney is like typical fairytales, so I think the store 
should, like, show that.  
 
I: Indeed. I’m thinking that, if we have a brand here, who is so set on storytelling as a whole, 
that should sort of filter through in their store, as well.  
 
Cecilie: Yeah.  
 
I: They’re having real issue—basically, when they say that they’re having issues attracting 
locals, what they mean is attracting Danes.  
 
Cecilie: Yeah. 
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I: Any thoughts on why that might be? 
 
Cecilie: I don’t know, well—this not a typical Danish store for kids, I mean we have BR and Toy 
Story… Toy Stories… Toys-R-Us! And that’s just like a huge toy store with no, with no, like 
playgrounds and everything. So I think it’s too different, maybe. And I don’t know about the 
kids, but when I grew up, we loved like, getting toys from the Disney world, like figures and 
everything. I don’t know what the kids play with today, it’s more like video games, I know, so 
maybe it’s because of that. The time. The kids don’t play with the same things.  
 
I: Very good point.  
 
Cecilie: Just when I look at the kids. Now they always, like, play with an iPad, or play with a 
PlayStation or something. Like that.  
 
I: Definitely. Very good point. Were you aware when you were younger that Disney was 
something different? Something sort of—because you mentioned BR. And then you also 
mentioned the fact that you really used to love getting Disney toys.  
 
Cecilie: Yeah, very much. 
 
I: Was that because you just really loved the movies or because it was something special or 
because—what was that? Where did that come from? 
 
Cecilie: I think it was because I watched the movies and I loved them so much. I did watch the 
other—Like there was another… other name for all those stories, not Disney, but Warner 
Brothers? Did they make it?  
 
I: Warner Brothers? Or maybe Dreamworks?  
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Cecilie:  No, Warner Brothers, I think. They made some cartoon, as well. And I watched them a 
little bit, but it was always Disney I came back to, and watched the most. So I guess the stories 
were better, with the songs and everything. 
 
I: So you also had, like a… Because you—you’re comparing cartoons, you sort of went back to 
the Disney feel? 
 
Cecilie: Yeah. And then the Disney Channel came to Denmark, and I was quite old, I think I was 
eleven or something, and I watched it for quite some time. Many years. I still do it sometimes, 
when the movies are on. I watch it, so. Because of the movies, it’s nice, like, Throwback 
Thursday, you know? Getting back to the childhood, I don’t know. 
 
I: So it’s a feeling of nostalgia? 
 
Cecilie: Yeah, I think so. I have a lot of Disney films on DVD. And last Christmas, I really wanted 
the box with all the classics, like the Little Mermaid and Lion King and everything on DVD. I 
didn’t get it, but I still want it! 
 
I: Alright. Just reading if I am forgetting something, or if I need more clarification on some 
things… 
 
Cecilie: Yeah, of course. Take your time. 
 
I: There’s been some research done, before this, on, like, global audiences towards Disney, and 
what strikes me as interesting for Denmark is that there were some discussions done on how a 
lot of kids used to read Donald Duck when they were younger, but that some of the things in 
there struck them as very “un-Danish”. So, what I’m wondering, is what is very Danish, and 
how does Disney sort of clash with that? I don’t know if you have any thoughts on that? 
Because I am wondering, as a non-Dane, is there something “un-Danish” about Disney, and if 
so, what is that? 
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Cecilie: Right. No, well… When I look at it now, I really think of a lot of it as being really 
American. The whole stories, the telling of it and everything. But I don’t think it’s too weird for 
us to watch, because Disney is Disney, we’ve always known it. And about Donald Duck, I think 
he’s been more popular here in Denmark, actually, as he is in America. We are more, like, into 
the movies, and the small clips with Minnie Mouse and Mickey Mouse and all that, every 
Friday, when there was Disney Sjov.  
 
I: So that’s sort of where the anchoring comes back, into the Disney feel or nostalgia, whatever 
you want to call it.  
 
Cecilie: Yeah, I think so.  
 
I: Perfect, I think I have a lot of new points in here, actually.  
 
Cecilie: Well, I am glad to hear that! 
 
I: Which is very good. Let’s see if I have any last requests, but I don’t think so. And if I come up 
with anything I need, with something, I’ll just contact you, if I may? 
 
Cecilie: Yeah, yes, sure, do that! 
 
I: Thank you very much. This was very helpful. 
 
Cecilie: Of course, I’m glad to help. 
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4.4 Peter (26 years old). Identifies as Cynic. 
 
Peter: Okay. When I think Disney, I almost exclusively think of the movies. And of those, 
Aladdin and The Lion King are the ones that immediately spring to mind. I actually watched 
Snow White when I was very, very young. And I watched a bunch of others, as well. But those 
are the ones that spring to mind. And I also watched—you had Disney Sjov on Fridays, which I 
watched and I very much liked some of the shows, and I liked some of the others less, and so 
on. Yeah, as far as experiences when I was younger, I can’t actually recall any one that I 
specifically relate to Disney. No. Because we never… I… Maybe I’m thinking of it wrong. I think 
of the fact that I’ve never gone to Disney World, or anything like that. I can’t recall really being 
exposed to anything pertaining to the Disney company other than these movies. And I suppose 
toys and so on; I had a little Lion King thing, a little figurine. And... No, I don’t think there’s an 
‘and’ there, it’s just… I was never exposed to any extra culture like that.  
 
Peter: I remember as I grew up, I kind of started growing out of the Disney movies. In general, 
they were really for a younger audience and I really liked some of them, and I remember the 
cartoons from Disney Sjov fondly and so on. But it’s been a while since I, you know, went and 
saw one, and I wouldn’t actually want to. Some of them I’ve been planning to reconsider, but it’s 
not, no, it’s not something I would pay to do, actually. You can imagine I’ve been rather poor on 
Disney-related experiences as I grew up. There is actually… I may actually have been wrong, 
because we have gone to theme parks, me and my family, when we went to America. And I 
think one of those may have been Disney World or something like that. I feel really weird for 
not being able to remember! 
 
I: They do have a lot of different theme parks in America, so fair enough. Especially different 
kinds of Disney theme parks, as well. 
 
Peter: There was… There was something, they had like a little gravestone from Red Riding 
Hood somewhere, I remember that  clearly because I thought that was funny, and I don’t know 
if that probably means it wasn’t, like, Disney World… I don’t know, I don’t know. 
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I: So it did not make enough of an impression for you to categorize it as Disney? 
 
Peter:  Clearly not, no. No. I know, on reflection, I may not have been in doubt if I was actually at 
Disney World. But it’s just weird that I can’t remember properly. So it certainly haven’t left 
much of an impression. The thing is, I can’t… I always have to question whether I think of a 
cartoon I watched when I was younger, if Disney actually made it. Because I watched one, it’s 
called, in Danish it’s called Bernard og Bianca: SOS fra Australien (eng: The Rescuers Down 
Under), and I watched the predecessor for that one, but I don’t actually know if any of them 
were Disney movies. 
 
I: They are, both of them. 
 
Peter: They are, okay. Okay, then I watched those, and when I finally… I think I may have 
watched the first one once or have watched it, or something, because I have memories of it 
existing, and I remember it as being quite spooky and so on. But then, sometime later I 
watched it and I was like… It’s not even… It’s not even good. I mean, to hell with not being 
scary anymore, it’s like… No… So yeah, that’s what I can think of right now.  
 
I: Well, I already have a couple of questions.  
 
Peter: Do ask, ask! 
 
I: Let’s see. The first one, I think… This is me just sort of noticing word choices, things like 
that. Because of course there’s something going on here with the fact that we’re not doing it in 
your mother tongue, and that I’m asking for Danish experiences from a Danish person in 
Denmark, and then we’re doing it in English, right? So I just want to make absolutely sure that 
I’m not assuming things, basically. And then sometimes there were just some word choices 
that I found interesting. So, for example, you mentioned, you did not… You could not really 
recall being exposed as such to that kind of culture. Can you say a few more words about what 
you mean by culture in regards to Disney in that way?  
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Peter: I mean… Disney like as a coherent company, as something other and more than a 
cartoon production company. And I don’t know, I can’t really say anything more, I know there’s 
a certain culture around the products of Disney, but I have never been exposed to it as anything 
other than movies with attached merchandize, I mean also we also had Bikermice from Mars, 
and if you made a hard enough case you could probably persuade me that that was Disney. 
 
I: But that’s the assumption that I also made, that that’s what you meant by it, but I just wanted 
to be absolutely sure. And then you mentioned later on that you grew out of watching these 
movies, and that you haven’t really seen all that many, and that you wouldn’t want to. Why not? 
 
Peter: Well, it’s because I was thinking of this in the context of going to the cinema to watch 
them. And I neglected to mention that, so that was someone, like, asking like “would you like to 
go watch a Disney movie?”, I’d be like “am I paying?”.  
 
I: Alright, but I wanted to make sure it was one or other factors before I go “he did not want to 
go see Disney movies because Disney sucks”. Something interesting about you saying that you 
weren’t sure whether or not certain cartoons were Disney, and then you mentioned one of 
them seemed spooky to you. Is that non-Disney? Is there anything that can make you feel sure 
that it’s a Disney production? 
 
Peter: Yes, yes. There isn’t a lot of things that can make me sure—maybe there is something, 
I’ll get back to that in a minute. But I will say that there’s a… I remember a clear picture that 
made me think it wasn’t Disney. And I’m probably misremembering from the movie, but it was 
very, very dark and drab, sort of rainy, and there was some cloth that was on the back of a 
wagon that was just hanging down that was mud brown, I mean, everything sucked! And no, I 
did not think of that as Disneyesque, which brings me to the things I would think of as 
Disneyesque. Because it… it all kind of comes back to Aladdin and the Lion King. A lot of it is in 
Aladdin, I want to say, but… When I think of it, I like to think of it as rounder and warmer as the 
two words that come to mind. And I know that’s not quite… I know, I mean, there are scary 
scenes and scenes that contrast with this and so on, in Disney movies. Like, in Aladdin, you 
have the part where Jafar does about just literally anything, especially after he takes control. I 
mean, things get a little less cozy.  But it’s actually not until he becomes a wizard and a genie 
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and stuff, that the drawing style of the overall color scheme changes from something bright and 
open and so on, to something really dark and evil. I mean, even the cell that Aladdin was in was 
enormous. And there’s actually just the short sequence of cold, when he’s flung way into… 
basically space, the end of the world, where we really leave off the warm colors, this feeling of 
warmth. And it’s funny, thinking of the warm theme, that the other one I watched, the other 
one I remember, is The Lion King, which doesn’t even have winter. There’s not even a 
monsoon, all is just shiny, all day, every day. Oh, well, with one dramatic exception, of course, 
but, you know, everything for drama.  
 
I: Truly. Do you remember how you were exposed to these movies, was it something that your 
parents bought, or…? 
 
Peter: It was probably something my parents bought. I just remember watching them. But… 
Let’s see if I can get this right… There are other Disney movies that come to mind now as 
we’re talking, like Aristocats (eng: The Aristocats), that I have never watched in its entirety. 
Because a lot of cartoons that I watched, we watched when the parents were together, with the 
kids, so they dumped them by the TV. You know, after dinner. And those, the cartoons, would be 
interrupted, or you were late to it, or something. So I remember that Aristocats, I watched on 
several occasions, but never in its entirety. Like, I still don’t have a coherent picture of how that 
movie goes, though I would probably have recognition of various parts. So remembering 
exactly when and where I was exposed to any of these is very difficult. But I think we both 
owned Aladdin and The Lion King. I know we owned Snow White, because there was one of—
okay, if I remember correctly, and I’m pretty sure I do, my dad had several old Disney tapes in 
foreign languages, like Greek or Arab subtitles, but I think the movie itself was in English.  
 
I: Okay. 
 
Peter: I’m really not sure about the details, because I’ve heard these things out of sync, I’ve 
heard that we have these tapes, but I can’t—I remember having watched a Snow White version 
where I had a comprehension of what I was understanding, namely that it was happening in 
two different, entirely foreign languages, before I could read.  
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I: Were Aladdin and The Lion King in English or in Danish? 
 
Peter: In Danish. Actually, what I’ve learned later, which verifies my deep and endless love for 
the Genie, is that, in the English version, you have an actor singing the various parts, but in 
Danish it’s actually a singer acting Genie. Which means that the songs are really, really good. So 
I still, when I hear those, you know, it’s a nostalgic trip. 
 
I: Okay, so, there’s a Disney Store in Copenhagen.  
 
Peter: Yes. 
 
I: What was your impression of it? 
 
Peter: Mickey Mouse, and, by association, Minnie Mouse. And a lot of unnecessarily expensive 
stuff that you can use in elementary school, before you hit… before, like, seventh grade. I would 
actually say that Disney is a very, very American thing, not very Danish, which is probably that 
whenever I see the Disney Store I see it as kind of a caricature. Like, you have the sort of drab 
Strøget on a rainy day, but then suddenly you see this one shop, and it’s just an explosion of 
pink and mice, and God, I don’t know. But—yes, I definitely think that there is a difference, and 
it kind of creates a divide.  
 
I: Alright, good. Let me just check if I have everything. I think I do, so I thank you very much, 
and I will stop the recording now. 
